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IF YOU ARE A GENERAL ADVERTISER and have 
anything to sell that is used by women or in the home, you cannot 
afford to overlook 


THE WOMAN’S 
MAGAZINE 


OF ST. LOUIS 


which represents the purchasing power of “OVER” 1,500,000 
American Homes. This publication enjoys the supreme confidence of 
its readers, because it accepts only reliable advertisements and protects 
its subscribers in dealing with its advertisers by agreeing to make good 
in dollars and cents any loss they may suffer. Think of the tremendous 
selling power of a publication that has inspired the confidence and good 
will of such a vast army of consumers—about eight million of them. 


WE’LL CARRY YOUR ANNOUNCEMENT into over a 
million and a half homes — before these eight million consumers — at 
a lower cost than you can possibly reach the same number of homes or 
people in any other way. 


BEFORE CLOSING YOUR ADVERTISING LIST for 
the approaching season you owe it to yourself, as a progressive adver- 
tiser, to thoroughly investigate our proposition. 


WRITE US FOR COMPLETE INFORMATION on any 
point —send for subscription lists for some city or town where you 
know the people if you want to see for yourself the character of homes 
that THE WoMAN’s MAGAZINE enters every month. We believe that 
all prospective advertisers are entitled to a close acquaintance with our 
business methods, the quantity and quality of our circulation, etc., and 
we are always glad of the opportunity to answer in detail any question 
that an advertiser may bring up. Address 


A. P. COAKLEY, Advertising Manager 


THE WOMAN’S MAGAZINE 


( LARGEST IN THE WORLD ) 
ST. LOUIS, MO. 
New YorK OFFICE: CHICAGO OFFICE: 
A. A. HINKLEY, Manager, GEO. B. HISCHE, Manager, 
1703 Flat Iron Building. 1700 1st Nat’l Bank Bldg. 
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Rowell’s American Newspaper Directory 
for 1906 is now ready for delivery; sub- 
scription price $10. Will be sent carriage 
paid to any address on receipt of price. 








Work upon the revision for the year 1907 is now in hand. Pub- 
lishers who wish to furnish a circulation statement for the year 1906, 
to appear in the Directory for 1907, the 39th annual issue, will be in . 

time if their report is received on or before February 15, 1907. 


* * 
The book for 1907 will be issued in May of that year. The sub- 
scription price will be $10, the same as heretofore. , 
* * 


* 

The book will report the name of every paper or periodical, the 
day or frequency of issue, will tell its politics or the interest to which 
it is devoted, the size and number o: es, the subscription price, 
the date of establishment, editor’s on publisher’s names, and will 
accord a rating intended to make known its average issues for the 
porcoding year, to every paper or periodical believed to issue regu- 
arly so many as 1,000 copies. or publishing such information 
there will not be, and never has been, any charge. 


* * 

The publisher’s statement of what has been the number of copies 
rinted for a year, preceding the date of his report, is accepted if 
it sets down the date of each issue and the number of copies pro- 
duced which were complete and sufficiently perfect to be paren to 
subscribers or sold to be read, dividing the total by the figures 
that indicate the number of separate editions, the result showing 

the average edition issued. 

On receipt of five two-cent postage stamps the publishers of the 
Directory will send, to the publisher of any paper making applica- 
tion, a page from the last issue of the Directory, showing how that 
paper was described therein and the circulation rating accorded. 

On receipt of five two-cent postage stamps the publishers of 
the Directory will send, to the publisher of any paper making ap- 
plication, two copies of a large blank, showing a form for making 
up such a statement of copies printed as will be certain to meet 
the Directory editor’s views, if peoperty aimed in, 


If a publisher wishes to make any statement in his own behalf, 
to appear in the next issue of the Directory, to follow the catalogue 
description of his paper, he may say whatever he chooses at a cost 
of $1 a line for the matter inserted, which will be designated by a 
pearing under the heading ‘‘PUBLISHER’S ANNOUNCEMENT.” Six 
words average aline. If the announcement calls for 120 words or 
more the price paid carries with it a right toa free copy of the 
book (which is sold separately for $10). If cash accompanies the 
copy five per cent may be deducted from the price in consideration 
of advance payment. % * * 

Display advertisements to appear in the body of the Directory 
also entitle the advertiser to a free book, and will be inserted { page 
for $20, 14 page for $30 and'1 whole page for $50; but these prices 
are doubled if a position for the advertisement is demanded on the 
same page or opposite the one where the catalogue description ap- 
pears of the paper advertised. These prices are also subject to the 5 
per cent reduction if cash, in full payment, accompanies the order. 

4 Address all communications to 


PRINTERS’ INK PUBLISHING CO., 
Publishers ef Rowell’s American Newspaper Directory, No. 10 Spruce St., New York 
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VoL. LVI. 


HOW A LARGE BOSTON 
STORE CHECKS ITS 
ADVERTISING. 


RESULTS ARE NOT ONLY TRACED 
FROM EVERY ADVERTISEMENT OF 
FILENE’S, BUT DETERMINE THE 
SIZE AND CHARACTER OF ADVER- 


TISING FOR THE SAME MERCHAN-: 


DISE IN THE FUTURE—A CHECK 
ON MERCHANDISING RATHER 
THAN MEDIUMS—THE SYSTEM 
ALSO APPLIED TO WINDOW DIS- 
PLAY, 


A remarkable system of check- 
ing results from newspaper adver- 
tising is maintained in the Boston 
store of Wm, Filene’s Sons Co. 
This establishment is said to be 
the largest of its kind in the 
world. Its merchandise is con- 
fined almost wholly to women’s 
and children’s ready-to-wear gar- 
ments, and to get publicity a num. 
ber of the Boston papers are 
used, both for local results and 
mail-order business through New 
England. Large department and 
specialty stores printing daily 
newspaper advertising usually 
have some adequate check upon 
their returns from each paper, 
however crude it may be, an 
probably waste little of their ap- 
propriation in unprofitable medi- 
ums during the year. But Filene’s 
also checks the text matter of 
each advertisement before and 
after it has appeared, and regu- 
lates each item of merchandise 
advertised by returns for previous 
years. Questions of price, quan- 
tity, weather, seasonability, etc., 
are governed as near as may be 
by exact advertising knowledge, 
and the store’s entire appropria- 
tion is made to produce the maxi- 
mum of return in actual sales. 

Last week F. W. Tully, pub- 
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licity manager of Filene’s, con- 
sented to talk of this system for 
Printers’ Inx. Mr, Tully is not 
only the advertising manager of 
Filene’s, but holds a position as 
one of its four chief executive 
managers. There is a merchan- 
dise manager, P. A. O’Connell; a 
store manager, T. K, Cory; and 
a publicity manager, who, with a 
recording manager, J. R. Simp- 
son, constitute a board that prac- 
tically controls the business. The 
elevation of. the publicity man to 
a place with the merchandise and 
store executives indicates the im- 
portance attached to advertising 
by Filene’s. 

“Does this system enable you to 
check the Boston dailies closely 
enough so that a weak medium 
would be quickly eliminated?” 
Mr. Tully was asked, 

“Yes, it would,” he replied, 
“but that isn’t the happiest way 
of putting it. Rather, we find the 
strong mediums and learn how 
much business to expect from 
each. This checking work of 
ours is only partly a supervision 
of the newspapers. We value it 
most as a check on_ ourselves. 


d To begin with, we have pretty 


good estimates of the value of 
each Boston paper that carries 
our advertising. The list includes 
the Globe, Herald and Evening 


Transcript as regular mediums, 
with the Post, Traveler and 
American as_ occasional ones. 


Having good notions of the kind 
of people each paper reaches, our 
problem is to offer merchandise 
in such a way, and advertise it 
by such methods, that the best re- 
sults will be secured from each 
paper’s clientele. 

“We require a certain percen- 
tage of results. Some stores 
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carry their advertising appropria- 
tion as profit and loss, or in some 
‘other department of expenditure 
where no definite profit is de- 
manded of the outgo, as with 
merchandise. But here each pa- 
per must sell goods for us at a 
certain cost. We allow nothing 
for general publicity expense at 
all. By this, though, I would not 
have you understand that each 
paper must come down to a cer- 
tain maximum selling cost. We 
take into consideration the char- 
acter of each medium, and only 
require that it continue to bring 
business at the percentage which 
a long period of advertising has 
shown us we ought to expect 
from that medium. 

“Results are taken care of by 
eur recording office. By this 
morning we are able to know 
what each advertisement in yes- 
terday’s papers has brought us in 
aetual business. Sales are report- 
ed, from each department that had 
advertised lines, and are compar- 
ed with last year’s results. The 
work of tracing is somewhat 
simplified by our distribution of 
advertising, for we do not use all 
the papers every day. In the Sum 
day Globe, for instance, we usu- 
ally have a full page, and a half- 
page in the Sunday Herald. In 
mid-week we may use one-third 
page in the Post once, and a 
quarter-page in the Evening 
Transcript two or three times. 
Our rule is to never ‘fill space,’ 
but to cut advertising to fit our 
merchandising needs, both as to 
papers and size. 

“We will presume that an ad- 
vertisement in one of the papers 
yesterday did not sell as it ought 
to have done. The last place we 
should look for the cause of fail- 
ure would be the newspaper. Only 
a succession of failures that we 
could not trace to defects in our 
merchandise or advertising copy 
would lead us to give a news- 
paper a different place in our list 
of mediums. Results from day 
to day are not a fair test of a 
newspaper’s producing power. 
Conclusions’ should be based on 
months of advertising. 

“Here is our unprofitable ad- 


vertisement, side by side with ‘the 
sales sheet, which shows that aa- 
vertising cost was twice what we 
had expected it would be. Was 
the weather bad? Were the goods 
unseasonable? Was there mis- 
representation in the advertising 
that led to disappointment when 
people came to buy? Such ques- 
tions as these must be answered 
by inquiry among the buyers and 
clerks in the department under 
investigation, until it is clear that 
the merchandising of the sale was 
not at fault. Then we begin to 
criticise the advertising—the copy, 
style, typography, size of space, 
etc. In the majority of instances 
some definite reason for failure 
is found before we take the next 
step, which would be to investigate 
the paper. Sometimes, however, 
the latter is at fault. In certain 
cases we have analyzed returns, 
or the failure to get them, so 
closely that, when inquiry was 
made at the newspaper offices, we 
learned that an edition had been 
skipped or a certain territory 
could not be served on account of 
bad weather or mishaps to train 
service, 

“We hunt not only for acces- 
sories after the fact, but for 
details that will influence the ad- 
vertising before it is printed. In 
many large stores, I believe, it.is 
sufficient for the buyer in a de- 
partment to hand the advertising 
manager a slip with a brief de- 
scription of his offering for the 
next day’s adveftisement, accom- 
panied by prices. His judgment 
as to timeliness and the strength 
of demand ‘is not questioned. 
Here, however, we go much 
further. Our buyer must indicate 
how much of a certain line of 
goods he expects to sell on a 
given day, and why. Perhaps he 
is the waist buyer, and has 6,000 
garments he believes can be sold 
on Monday. He will probably 
tell the publicity department that 
Monday will be a better day on 
those waists than Tuesday, or 
Wednesday or any other day that 
particular week, because the public 
schools closed for the summer on 
Friday, and women will be shop- 
ping Monday in their preparations 

(Continued on pave) 
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“The Bulletin 


goes every 
‘evening into 
nearly every 
Philadelphia 
home.” 


Net average for June . 


220,699 


copies a day 


“The Bulletin’s’’ circulation figures are net; all 
damaged, unsold, free and returned copies have 
been omitted 


William L. McLean, Publisher. 
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to go away. On Tuesday half of 

‘the waist-buying public will be 
gone, and on Wednesday there 
will be only a quarter of this 
clientele in town. Having given 
vital reasons of this kind and 
demonstrated that these 6,000 
waists must be advertised on that 
day, we then figure what 6,000 
waists mean to us in a day’s busi- 
ness, and determine how much 
space shall be given to advertising 
them, basing the latter estimate 
on the average known cost of 
selling in whatever newspapers 
are to be used. 

“Then the advertisement is 
written according to a formula. 
The first element in this formula 
is Desirability, and the last Price. 
Under Desirability will come de- 
tails of style, material, etc.. These 
are fully covered in the buyer’s 
data, which is handed into the 
publicity department on a regular 
form. We should not care to 
have this form published, but I 
can outline for you the various 
items he must report upon. The 
number of garments is given, with 
their cost, and the buyer also in- 
dicates who they were purchased 
from. This latter item is very 
important in a store selling ready- 
to-wear goods, for according to 
the manufacturer we are able to 
determine the. standing of goods 
as to material, workmanship and 
fashion. Style and quality are 
also indicated in the buyer’s re- 
port, but when he says that waists 
worth $6 are to be sold at $4 
it is the duty of the publicity de- 
partment to verify his estimate of 
value by actual examination, as 
well as to be sure that no mis- 
representation has been made in 
the matter of style or quality. He 
also states how many garments 
he expects to sell under favorable 
weather conditions, and gives a 
tabulation of results in this same 
department on similar goods a 
year ago. His estimates of a year 
ago, given in before the sale, are 
on record, together with the fig- 
ures of advertising space used and 
actual sales. We also have figures 
as to the percentage of growth in 
his department on any class of 
goods coming up for attention, so 


that when the advertisement is 
finally prepared it is based upon 
a thorough tabulation of prob- 
abilities rather than guesswork. 
Price is made the last element ot 
drawing power in the merchan- 
dising and advertising layout of a 
sale, though of course you are 
to understand that it may not be 
the least reason for pulling busi- 
ness. Examination of all other 
factors, without thought of price, 
may reveal goods o1 such char- 
acter, and at such a reduction, 
that a distinctly bargain house 
would be justified in playing up 
Price larger than ‘anything else. 

“In considering an advertise- 
ment that has failed to sell goods 
at a reasonable cost for publicity, 
we desire first of all to correct 
our own merchandising methods 
—to rectify errors when goods 
have been offered in wrong quan- 
tities, on the wrong day, in the 
wrong season, at the wrong price, 
This checking system, therefore, 
seldom obtrudes upon a. newspa- 
per. We do report to a publisher 
when a failure in advertising can 
be traced to poor position or some 
cther cause that may be remedied 
in the publication office. It is a 
common plea for the newspaper 
publisher to say, when a certain 
sale has fallen down, ‘Well, 
you may not have sold as many 
goods in that department as you 
expected, but consider that my pa- 
per brought to your store hun- 
dreds of women who were at- 
tracted by this particular offer 
and then bought in some other 
department.’ This plea we do not 
accept. We have a right to busi- 
ness in all other departments, and 
look upon it as a by-product that 
any good medium should bring. 

“When we say that we do 
everything to avoid misrepresen- 
tation in an advertisement, you 
should be told how far Filene’s 
goes in combating this element. 
Any employee who points out an 
instance of misrepresentation in 
one of our announcements is paid 
a dollar, whether it be a news- 
paper ad or a _ window sign. 
Twenty-five cents is the reward 
for each grammatical error. The 
reward for misrepresentations is 
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constantly being paid, for it is so 
easy to misrepresent unconscious. 
ly. Here is a packet of errors 
sand misrepresentations reported 
by our 900 employees, each cut 
from the ad and pasted on a card, 
The moment one is handed in we 
stamp the day, hour and minute 
of receipt, and the first to report 
an error noticed by several per- 
sons gets the money. Wrong use 
of capitals may be paid for as a 
grammatical error. A sample of 
misrepresentation is this report 
on an advertisement in which we 
printed a long list of articles re- 
duced in price, prefacing them 
with the statement that no single 
item showed less than a quarter 
off regular prices. One article 
was marked ‘Reduced from $1 to 
76 cents, and for this penny’s dif- 
ference we paid a dollar. Our 
employees are permitted to go to 
the stock-room and examine or 
count goods offered for sales, 
comparing sizes, quantities, values, 
etc, with the advertised state- 
ments. If anyone finds that not 
as many garments of a certain 
size are in the lot as is stated in 
the ad a reward is paid. Criticism 
of flowery talk in an advertise- 
ment is paid for, if just, for we 
guard against over-enthusiasm. 
Proofreaders’ errors are paid for 
at one-fourth what we pay for 
misrepresentation, because it 1S 
the error in merchandising that 
we constantly seek. These con- 
tests are not a dead letter, but 
keep alive interest in goods. Our 
people learn to study the goods 
offered in advertising. They read 
our advertisements closely, and 
when shoppers come to the store 
they find clerks all along the line 
posted on fine points of season- 
able merchandise. These contests 
are supplemented with regular 
classes in salesmanship. Heads of 
departments and buyers talk to 
the clerks. Manufacturers talk 
to them on processes, and parties 
are made up to visit nearby mills 
and study manufacture. 

“The checking system also ap- 
plies to our windows. Displays 
are built up just like a newspaper 
announcement, on the data repre- 
sented by a buyer showing why 


he is entitled.to a window. Sales 
from windows are checked, fig- 
ured down to selling cost, com- 
pared with past records and an- 
alyzed for failure. We have five 
men on the window dressing staff, 
and on a day when business. was 
dull have changed a window as 
many as eight times from the 
hour the store opened until it 
closed, in an effort to make. it 
more attractive and productive, 
“A third branch ot advertising 
is our mail-order publicity, which 
we check as rigidly. The Boston 
dailies have mail-order value in 
this territory, and all priced otters 
carry the statement that goods 
can be bought by mail. Lhe mail- 
order value of Boston dailies, 
though, is something we cannot 
control, and most of our publicity 
is secured through circularizing 
of lists of names. These we be- 
lieve to be much better than 
Magazines, as our mail trade is 
not national. Lists are classified 
according to what people pur- 
chase, and literature is sent ac- 
cordingly. If a woman has pur- 
chased a machine-made dress 
within the past two or three 
months, for example, we do not 
send her more machine-made 
dress literature, but something 
likely to interest her in another 
line of a sort she would be likely 
to buy. Just as our newspaper 
advertising and windows © must 
produce so much business per ex- 
penditure, so each State in the 
mail-order territory must show a 
definite amount of sales monthly. 
If the average falls off anywhere 
we push that State.” ; 
Filene’s is said to turn stock 
from nine to eleven times a year 
in each department, and stock is 
taken four times a year so that 
every odd and end of merchan- 
dise left over may be cleared off. 
This rapidity of stock turning is 
remarkable for any but a store 
dealing in cheap “job lots,” goods 
bought because of some defect and 
cleaned out at tempting prices. 
The Filene stock is turned thus 
frequently because it is nearly all 
ready-to-wear stuff, which chang- 
ing fashions would preclude hold- 
ing over for another season, and 
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the fact that so frequent a turn- 
over can be made is ample proof 
that the advertising policy follow- 
ed by the house has stability and 
efficiency. Every Friday odds 
and ends must be cleared out of 
each department. This store is 
also known nationally through its 
distinctive co-operative plan of 
management, employees not only 
sharing in the profits of the busi- 
ness, but also voting on details 
of management that. pertain espe- 
cially to their interests and com- 
fort. Jas. H. COoLLins. 
NOTES. 

“Tue Old Furniture Book,” a small 
brochure from E, C, Tarr, Boston, a 
dealer in antique furniture, gives in 
compact form a description of rare old 
styles, and tell how to distinguish 
antique pieces from counterfeit an- 
tiques. It is remarkable for compres- 
sion of information into small space. 





A packet of commendable literature, 
chiefly for retail purposes, comes from 
McKittrick & Dearborn, advertising 
specialists, Lowell, Mass., who prepare 
matter for local clients there. Good 
taste is shown in the printing and 
make-up, while most of the copy i 
clever in ideas. One piece specially 
‘noteworthy is a booklet of household 
suggestions, for A. G. Pollard & Co., 
Lowell, containing nothing but a list of 
several hundred to‘let, kitchen, laundry 
and outdoor articles, opposite any ot 
which a shopping woman may make a 
check as a reminder while purchasing. 





Two excellent civic advertising book- 
lets come from Milwaukee and Wheel- 
ing. The first, issued by the Citizens’ 
Business League, Milwaukee, deals with 
that city almost entirely from the 
standpoint of the organization seeking 
rates, lists of side trips, views of the 
town, tables of average temperature, 
etc., and is evidently meant to dis- 
tribute among delegates at conventions 
where a representative of Milwaukee 
may be work'ng. It is rather new in 
idea, and thoroughly commendable. 
Wheeling’s booklet is industrial. Pub- 
lished by the Board of Trade in this 
West Virginian metropolis, it gives 
statistical information about resources, 
industries and commerce in the form 
of brief items that rob the data of dry- 
ness. 


——$+9)——___—— 






The German Weekly 
of Nationx! Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation 149,281. Rate 35c. 
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printed in every issue 
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Des Moines 
Capital 


is an unusually good advertising 
medium for schools and colleges 
and summer resorts, The CAPITAL 
has the largest circulation in the 
State of lowa, the quality of which 
is as high as the citizenship of this 
great and prosperous State. 

The rate is 5 cents a line, or 70 
cents an inch flat. Send your 
copy direct or to Eastern repre- 
sentatives. 

EASTERN OFFICES : 
CHICAGO, NEW YORK, 
87 Washington St. 166 World Building. 
LAFAYETTE YOUNG, Publisher. 
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THE JULY MAGAZINES. 


Appleton’s Magazine comes 
down to fitteen cents this month, 
while with the August issue 
Pearson’s goes up to fifteen, and 
in September Smith's. There has 
been such a general advance in 
price the past two years that to- 
uay the American “ten-center” is 
on the way to becoming extinct. 
Where all popular monthlies were 
sold at a dime a few years ago, 
we now have only a corporal’s 
guard of the standard-size gen- 
eral monthlies at this price. Mc- 
Ciure’s, Munsey’s, the Cosmopoli- 
jun and the American Magazine 
are about the best dime’s worth, 
and compared with some of those 
that have advanced prices are 
genuine bargains in reading mat- 
ter. In the women’s field the 
Woman’s Home Companion is 
still sold at a dime, while other 
ten-centers left are the Broadway, 
Strand, Four-Track News, Ar- 
gosy, All-Story Magazine, Scrap 
Book, Red Book, Monthly Story 
and Popular Magazine. In this 
matter of magazine prices there is 
a curious tendency to avoid what 
would seem to be the handiest 
coin for a purchaser and the one 
that would give the publisher the 
widest scope—the twenty-five 
cent piece. Only a few general 
magazines are published at this 
price—Review of Reviews, Scrib- 
ner’s, Lippincott’s. Current Liter- 
ature, World’s Work, Outing and 
the Smart Set being most promi- 
‘nent. Thirty-five cents has always 
been the charge for a genuine 
first-class magazine, and probably 
the handsomely illustrated month. 
lies like Harper’s, Century, etc., 
could not be produced for less. 
Harper's Monthly once came 
down to twenty-five cents in the 
days when it looked as though the 
ten-center was going to drive 
everything else out of existence. 
But the old price was soon re- 
stored. The twenty-five cent 
magazine is distinctly better than 
the monthly at a lower price, if 
only in the matter of paper and 
printing, yet the rule is not to be 
laid down as an invariable one. 
McClure’s is the equal of some of 
the twenty-five centers in matter 


and illustrations, and far and’ 


away better value than certain 
ten-centers which have lately gone 
up to fifteen cents. But while 
the quarter is a handy coin, and 
would enable the publishers of a 
magazine like McClure’s to pro- 
duce a periodical remarkable for 
size and quality, there is little 
doubt but such a magazine would 
have far less circulation than the 
popular-price periodical. Among 
the twenty-five cent magazines 
none is credted in Rowell’s 
American Newspaper Directory 


with a circulation exceeding 
100,000. copies—in fact, all 
monthlies of general nature 


sold at this price seem to 
be as shy and reticent about 
telling their circulation as though 
they were sold for thirty-five 
cents, the price at which circula- 
tion talk is sacrilegious. No 
standard twenty-five cent monthly 
has a figure rating in Rowell’s 
Directory. With the general ad- 





ADVERTISING INLEADING MONTHLY 
MAGAZINES FOR JULY. 
(Exclusive of Publishers’ own advertisine— 
asterisks [*] indicate magazines that sate their 
advertising space is sold only for cash.) 
Pages Ag. Lines 





PMOtar (CO18,) .6:<00000650008 235 33,308 

*Country Life in America < 
WU ean aicie-< atenisik: greets 170 29.510 

*MicClare’s .<00..c0s 132 25,158 


Review of Reviews 1cg 24,584 





Svstem.... + 103 23.124 
Munsey’s...... 97. ~—s. 21,888 
Harper’s Monthl, 95 21,445 
SCTIEMIER'S...4. 5. cee ia, Oe 21.189 
WE: ang sghsacnadaede 92 20,608 
Pacific a (June).. 89 = 20,035 
World’s Work...........- &4 18 868 
*Everybodv’s .......0000005 84 18,816 
*Cosmopolitan......ccccces 82 18,445 
Out West (June).......... 8 18,256 
Outing Magazine.......... 80 17 061 
American Magazine....... 78 17.640 
*Four-Track News........ 73 16,352 
Business Man’s Magazine ; 
RMIT Ti iix cutis ciaxicuaeses 7 16,001 


National Magazine (June) 69 15,578 
*Ladies’ Home Journal 





MCUs sks rieensy escs 73 14 600 
Good Housekeeping...... 63 14,112 
American — and — 

dens (cols ).. 73 12,228 
World To- Day.. 54 «12,818 
Success (cols.)... 65 11,282 
Suburban Life (cols.)...... 62 10,550 

*Delineator (cols.).......... 78 10,404 
UEAOGE TC xacekes corce-ce 48 10,056 
Field and Stream ........ 2 9.508 
PANEICE Bois oes scccin ose0ss 4t 9.184 
MAD BIOOES ip svesseseces 40 9 072 
a me am dae aula 40 8.960 
ROW BOOK scseseeecs dye. 40 8 o60 
toh cicceveuecsah 39 8,904 
Woman’s Home C om- 

panion (Cols.),..,..+++++ 43 8,733 


| 
é 
t 
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Fages Ag. Lines 
Garden Magazine (cols.).. 54 71849 
Technical World Maga- : 
Pisses:  seansages 35 7,840 
World's Events (cols.)..... 44 7,577 





Ladies’ World (cols.) ..... ae ; 
Health Culture eney:3 ae aged 
RORIET sin.0.0: 000 Us Ss ois 32 7.330 
Harper’s Bazaar scece acevs,. gt 7104 
*Housekeeper (cols.)...... 34 6,826 
Atlantic Monthly peseceeee 29 6,698 
Etude (cols.)..........3. > 6,618 
Gunter’s Magazine. ssiseee 2D 0,496 
Appleton’s Magazine..... 28 6,316 
*Designer (cols.)... ....++. 47 6,307 


House and Garden (cols.). 41 6,065 
Overland Munthly (May).. 25 5,656 
*New Idea Woman’s Maga- 








Zine (Cols.)....ccccccccce 4! 5,614 
SAORI . cx nxeapessewsn Tree | | 5,600 
Current Literature...... wo 5,370 
Home Magazine (cols)..... 30 5,093 
Modern Priscilla (cols.).... 29 5,089 
Theatre Magazine (cols.).. 30 5,081 
All-Story Ma ne yore 22 4,928 
Pearson’s ,...... 4t 4894 
Popular Magazine.. ‘ 21 474 
Pilgrim (cols.)..........++ 2t 45325 
Bookman ......++. asecge 18 4,092 
ape re 18 4.032 
Broadway Magazine ...... 18 4,032 
Human Life (cols.)....... 24 4,0%4 
Scrap Book,... ....¢« eves 17 3,808 
ian cd nage | 3,469 
Smith’s Magazine....+.... 14 3,136 
ES See 13 2,968 
Benziger’s Magazine (cols.) 16 2,957 
PB A dKLs shite oka sdadseus 13 2,912 


Meokis "Story Magazine.. 12 2,688 
*Woman’ viekongaann (cols. ) 15 2,679 


Sst sbirnnsases jeeersae. 85 2,537 
Farming (cols.).. re 2,304 
Philistine (June).. coos, 2K 1,273 


ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR JUNE. 
(Exclusive of Publishers’ own advertising— 
asterisks [*] indicate magazines that state 
their advertising space is sold only for cash.) 
Week ending June 2: 
Cols. Ag. Lines 








*Saturday Evening Post... 51 8,670 
Churchman.,.... eones 47 7,345 
Collier’s....... boty S . 37 7,030 
Literary Digest.. abies coos 45 6,421 
anna (pages) bddsvcedes 28 6,337 

Jdewters ve cevsvaddbee 8 6,003 
vAssociaied Sunday Maga- 

sébieoca'tidd séUseecces 4,768 

Leslie’ S Weekly...s+sesee 17 3,483 

*Christian Herald......... 19 35322 

*Scientific American.. coccce 14 2,807 
Independent (pages)..+..+ 12 2,688 
Harper’s ew sovalatend 15 2,488 

#Life ... 0.0000 sos vecceses 15 2,185 

*Public Opinion. aS 1§ 2,100 
Illustrated Outdoor News 9 1,668 

Week ending June 9: 
Independent (pages)...... 120 26,880 
Outlook (pages)....-..... 33 7,567 

*Saturday ow Post... 43 7,310 
Vogue ..... TT Lee 45 7,034 

PLife. ccccccsseree 49 6,977 
Literary Digest.. 36 5,206 
Leslie’s Weekly.. ios, ae 5.159 
Collier’s ......csscecss-oe 27 5,138 

* Associated Sunday arapl 

PROP oconee'4.ing? 22 3,983 
Chmrclanann ....c..00000 pops, oF 3,068 
*Christian Herald........ 20 3,400 

*Scientific American...... 13 2,694 


Illustrated Outdoor News 11 1,939 


Harper’s Weekly...... as 
Public Opinion..... eeenes 


Week ending June 16: 


Collier's... ....000 
*Saturday Evening. Post . 
Outlook (pages) .......... 
Leslie's Weekly.. m 
Vogue ...... 
et (pages)... 
Literary Digest. 
Churchman. . i....++0+.. 
*Associated Sunday Maga- 
SNE cnainai cat dasuadnues 
*Scientific American . 
Illustrated Outdoor News 
SEG, vial oicsnieny 
*Christian Herald.. 
Harper’s Weekly... ae 
*Pubiic Opinion........... 


Week ending June 23: 


Outlook (pages)... . 
*Saturday Evening Post... 
Vecw. Scsccecsesssscceees 





















Leslie’ s s Weekly, , dc 
SNR cochinss seat DAN Se att 
Independent (pages). 





Literary Digest.......... 
Churchman. 
* Associated Sunday Maga- 
MME vabocevaccnes tess. 
*Christian Herald......... 





*Scientific Amcrican 
Illustrated Outdoor News 
Harper’s Weekly......... 

*Public Opinion........... 


Week ending June 30: 


Colliér’s .... vide. cseeee 
Outlook (pages).. J EAES 
Saturday Evening Post.. 
Independent (pages'...... 
Vogue... .++..0s deccdesoce 
Literary Digest...... ms 
Scientific American 
Christian Herald 
Churchman,...... 









Public Opinion........... 
Associated Sunday Maga- 

MNO 0055 See ich dives 
eee rere . 
Leslie’s Weekly. cecvcsece 
Harper’s Weekly......... 


Illustrated Outdoor News 
Totals for June: 





Outlook ....... 

Independent . . 

SSONEOE Ds .0'vbse5's9 602 
*Saturday Evening Post.. 

VORUE ivahats oie ch baede soe 

Literary Digest.... . 





Leslie’s Weekly 
Churchman ......++ ‘ 
*Life 





*Christian Herald. 


*Scientific American.... 
I!lustrated Outdoor News 

*Public Opinion........... 
Harper’s Weekly......... 


Cols Ag. Lines 


1,817 
1,685 


7,410 
7,140 
6,720 
55197 
4:278 
45256 
4,068 
3,895 


3,567 
3,440 
35359 
3,248 
35175 
1,695 
1,680 
19,848 
y 
71410 
7,027 
6,582 
4,362 
4,256 
3,085 
35731 


3,216 
2,624 
24350 
2533? 
1,896 
1,649 


9,887 
45825 


455297 
42,336 
36,375 
36,024 
28,209 
235379 
22.244 
21,470 
19,235 


18,061 
15,453 
14,824 
11,004 
95774 
9,607 





vance in prices, though, American 
publishers may some day turn 
their attention to magazines at 


this price—the English 
periodical—and_ build for 


shilling 


them 


larger circulation than the higher 
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grade monthlies have, with better 
quality than the so-called popu- 
lar magazine boasts. 

* * 


*Street & Smith have another 
new Magazine, appearing — this 
month, it is called the teople’s 
Magazine, and follows the line of 
the Scrap Book closely. Street & 
Smith have a delicate way ot 
complimenting a publisher. who 
makes a striking success. Ains- 
lee’s was said to be a compliment 
to the Smart Set. Smith’s Maga- 
zine seems to embody Street & 
Smith’s approval. of the Red 
Book, and’*the Popular Magazine 
came into being shortly after 
Everybody's passed into present 
hands, but was left in the rear to 
work out a policy of its own, the 
pace set by Everybody's being 
strenuous. None of these publi- 
cations really compete with their 
prototypes, but simple supply the 
new clientele created with another 
periodical of the same nature, and 
at the same price. Persons who 
like one magazine of a certain 
kind ought to have two, the pub- 
-lishers seem to reason, and so pay 
the tribute of imitation. Another 
interesting side of this tendency 
among magazines to follow suc- 
cessful competitors, is found in 
the Ladies’ Home Journal, which 
has probably been more exten- 
sively copied from as a model, in 
form, matter and price, than any 
other magazine in the world. Yet, 
while Cyrus Curtis’s first success 
has been thus subtly flattered, no 
publisher seems to have thought 
of imitating his second, and per- 
haps greater, the Saturday Even- 
ing Post. Everybody's publishers 
are credited with the intention of 
establishing a new weekly, and the 
S. S. McClure Co., it is also 
rumored, have in mind a five-cent 
monthly for next autumn. I 
these seek the great field that has 
been uncovered by the Saturday 
Evening Post’s character, and its 
price, they will be the first com- 
petitors of any sort the Philadel- 
phia weekly has encountered. 


MAGAZINE NOTES. 
The Churchman issues an 
educational number August 4, 


annual 


it 
The Metropolitan is one of the few 


magazines that divide back covers into 
quarter-page color ads, it is said, 


What's in the Magazines, the little 
monthly index of the Dial, Chicago, 
now lists the contents of a half-dozen 
quarterlies as they appear. 


Gunter’s Magazine, now eighteen 
months old, states that its issue for 
July was 85,000 copies, a growth from 
30,000 since January, 1905. 


An exceedingly well-written, able pa- 
per on “Some Aspects of Journalism,’ 
by Rollo Ogden, editor of the New 
York Evening Post, appears in the At?- 
lantic Monthly for July. 


Few magazines have grown more 
rapidly the past year than the Cosmo- 
folitan. In July, 1905, it was twenty- 
ifth in this list, and carried 10,886 
lines of advertising. This year, in 
one of the dullest months, it is twelfth, 
and has 18,445 lines of business. 


Motor is to have a trade edition 
which will contain, in addition to con- 
tents of the regular issue, articles of a 
technical character for the garage man, 
sales agent and manufacturer. It wilt 
also carry the regular advertising. No 
date has as yet been set for its ap- 
pearance. 


John Brisben Walker has sold the 
Twentieth Century to a new company 
which will transform it into a high- 
class monthly, and has retired from all 
connection with periodical publishing. 
The Twentieth Century, remodelled to 
standard magazine form, will appear 
in September. 


The July number of Outdoors is 
regular magazine size, to correspond 
with Field and Stream, and both maga- 
zines are under the advertising direc- 
tion of Arthur Wendell at the New 
York office, 35 West 21st street. W. 
A. Ullrich represents them in Chicago, 
and Starr McG. Pierce in Boston. 


Everybody’s is arranging for a_ spe- 
cial hotel service, and is to print in 
the August issue a directory of hotels 
in New York, Philadelphia, Boston, 
Chicago, Washington, Baltimore, Pitts- 
burg and Buffalo. Detailed informa- 
tion about hotels will be supplied read- 
ers free and rooms engaged without 
charge. 


The. New York office of the Home 
Magazine, at 34 Union Square, has 
been given into the charge of W. C. 
Izor, who lately left a similar position 
with the Woman’s Home Companion. 
A Boston office has also been establish. 
ed, in charge of Carl P, Mellows, and 
one at Chicago, in charge of Carl N 
Greene. 


John H. Hawley, general manager 
of the Crowell Publishing Company, 
since the company was sold to an 
Eastern syndicate, has resigned and 
will return to the East, where he will 
be affiliated with a new publishing ven- 
ture to be started by the Ridgway- 
Thayer Company. Mr. Ridgway will 
start a new bi-weekly magazine in the 
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fall, and Mr, Hawley will have charge 
of business and advertising manage- 


ment, 
A report of the Association of 
American Advertisers on Success, for 


1905, declares that magazine to have had 
an average output for the year (pre- 
sumably monthly) of 305,369 copies, of 
which 294,817 went to purchasers and 
subscribers. An approximate distribu- 
tion of circulation is given, as follows: 
New England States, 28,220; Southern 


States, 40,917; Pacific States, 42,292; 
Canada, 9,852; Middle States, 59,930; 
Western States, 121,798; Cuba, 420; 


Hawaii, Porto Rico and Mexico, 1,060, 


As an amplification of the Christmas 
certificate idea, Scribner's has a grad- 
uation certificate, to be given with a 
subscription to that magazine at com- 
mencements. Certain classes of adver- 
tising are hereafter to be grouped to- 
gether in this monthly, notably autos, 
automobile parts and accessories, travel, 
resorts, tours, building and furnishing, 
etc. In the case of Some magazines 
that have lately adopted such grouping, 
notably the World’s Work, advertisers 
report an immediate increase of in- 
terest on the part of readers, 
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One of the magazines most alive just 
now is Current Literature, which, after 
some changes in management and the 
untimely death of its publisher not long 
ago, has been thoroughly remodelled by 
the present editor, Edward J. Wheeler, 
A review of other periodicals, it seems 
to hold together better than some of 
the eclectic magazines. It has a high 
literary tone without being academic, 
and is timely without being cheap, 
while the amount of information found 
in its pages that is missed by other 
editors, especially matter from Euro- 
pean periodicals, gives it great value. 


————_ + > —___—— 


BILLBOARD DAMAGED CROPS. 


An action was lately brought against 
the Norwich (Eng.) Billposting Com- 
pany for £2 damages said to have been 
done to growing crops by the fall of a 
hoarding last January. The plaintitt 
said that after the fence had fallen 
down the billposting company _neglect- 
ed to replace it promptly so that the 
garden was left exposed to the public, 


which trampled on the crops. Judg- 
ment was given for the _plaintiff.— 
Fourth Estate, 





THEY WONDER. 





NEW YORK 


HOTELS. 








Hotel Breslin, which is one of the newest in New York and. 
the best. appointed in the world,has five hundred rooms 


hundred bath -rooms, 


Rooms ‘range from $2.00. a day ap, a splendid bed room and bath, 
for example, ‘costing $2.50. Suites arranged to sult any need. 


yt rts 


BROADWAY AND 20TH S&T, 


In the restaurant. prices are 
high enough to provide the best of 
everything, and low enough to 
satisfy any reasonable diner. 

Absolutely fireproof, built of 
the latest fireproof construction. 

he = Write for descriptive pamphlet. 
:76 Jas. IZ. Breslin, Pres. 
Geo. T. Stockham,, Gen. 


HE BRESLIN HOTEL C0, Proprietor, 


pres. 


slin 
Fem Dorm 





e of 
,over ¢hrce 


NEW YORK, 


W. E. Hildreth, Vices 
Mgr. 





Bripcerort, Conn., June 29, 1906. 


Dear ScHootmasTer—People up this way wonder when New York had so fierce an up- 


heaval as above illustrated. 


Yours truly, w. Waite. 
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ADVERTISING THE CLASSI- 
FIED, 


Wide interest in the automobile 
makes it a live subject for classi- 
fied advertising. The second- 
hand machine is now a staple in 
the market. Many city dailies 
have established motor depart- 
ments on thei» want pages, but a 
number of dailies in smaller cities 
are overlooking their opportuni- 
ties in this field. Hardly any 
town is too small to have some 
business of this character. Even 
the poor man’s and farmer's auto 
are spoken of. Lately the Chi- 
cago Record-Herald has printeda 
series of display ads to call at- 
tention to its motor column in the 
classified. These specimens sug- 
gest how such a feature should be 
exploited : 





NO WONDER. 

No wonder you have not found the 
automobile that you want if you have 
not looked: over the list which appears 
daily and Sunday in the “Want pages” 
of the Record-Herald. There is a range 
of price and style to suit all. 

It will pay you to look over these 
bargains under the classification ot 
Automobiles in to-day’s “Want ads.” 





AUTOMOBILES. 

This is the opening day of the Chi- 
cago Automobile Show. Read _ the 
Record-Herald’s accounts of the in- 
dustrial exhibition which will appear 
during the continuance of the event. 

The automobile supplement of the 
Sunday Record-Herald will be issued 
to-morrow, 

It will pay you to watch the Record- 
— if you expect to purchase a ma- 
chine. 











AUTOMOBILES. _ 
Time For Purchasing and Selling Ma- 
chines Is Now Ripe. 

Those who expect to use automobiles 
this year are now preparing for the 
1906 season. Many owners wish to buy 
new models, but must first sell their 
present machines and are ready to dis- 
pose of them at a low price. There are 
scores of these second-hand cars on the 


_ market which have been used but a 


few months and are almost as good as 
new. If you want a car of this type, 
now is the time to buy. 

Under the classification of ‘‘Auto- 
mobiles” among the “Want Ads” in 
to-day’s Record-Herald you will find 
those that are listed for sale. 


. VARIETY. 
That which suits one man is not 
always to the liking of another. This 





- is the case in the using of automobiles. 


One man -prefers a runabout, an- 


other a touring car. Some like gasoline 
machines, and others steam or electric 
cars. All cannot buy high priced auto- 
mobiles. Second-hand machines which 
have been used but one season meet 
the demands of many, while others will 
use only new models. 

But whatever your desires in the way 
of automobiles, you can find the type of 
car you wish by watching the display 
and “Want” columns of the Record- 
Herald. 

The standard machines are listed 
for sale daily and Sunday. There is 
variety enough for all. It will pay you 
to watch the Record-Herald* columns if 
you expect to purchase an auto. 





GOING TO BUY OR SELL AN 
AUTOMOBILE? 

Tell your desires through the “Want 
Ads” of the Record-Herald under the 
classification of ‘Automobiles.” Easiest 
way to put your car on the market or 
to find the machine you want. . 

It -will pay you to look over these 
bargains under the classification of 
“Automobiles” in to-day’s “Want Ads.” 


YOUR AUTOMOBILE IS WAITING 
FOR YOU, 





But you must pick it out from the 
list printed in’ to-day’s Record-Herald. 
Any style of machine you want, new 
or second-hand, runabout or touring 
car—they are all listed in “‘Want Pages” 
of the Record-Herald under the head- 
ing ‘‘Automobiles.” 

It will pay you to look over these 
bargains under the classification of 
Automobiles in to-day’s “Want Ads.” 


YOU “AUTO” KNOW 
By this time if you can afford an 
automobile this year. 

There will be no better opportunity 
than the present to buy. Bargains can 
be obtained now in second-hand ma- 
chines which have been remodeled and 
are almost as good as new. 

Scores of these cars are daily listed 
for sale in the Record-Herald. 

It will pay you to look over these 
bargains under the classification of 
Automobiles in to-day’s ‘Want ads.” 


DO IT NOW. 

If you have decided to purchase an 
automobile this year, pick out your ma- 
chine now. It won’t pay you to wait 
until the last minute, 

If you want a new machine, you will 
find it to your advantage to get in the 
order now. 

If you have made up your mind to 
buy a second-hand car, you can make 
a more satisfactory bargain by making 
an immediate purchase. 

The Record-Herald prints more 
“Want ads” offering second-hand ma- 
chines “for sale than any other western 
paper. It will pay you to watch this 
list of bargains until you find the kind 
of car you want. There are machines 
of all standard makes at all kinds of 
nrices offered daily and Sunday in the 
“Want” columns of the Record-Herald 














14 


under 
biles.” 


THE EARLY BIRD’ GETS THE 
CAR, 


classification of “Automo- 


the 





Many people who expect to purchase 
automobiles for this summer’s use are 
making the mistake of waiting until the 
weather is perfect for touring. When 
conditions are right for automobil.ng 
they will find they cannot secure the 
right kind of car at a moment’s notice, 

Bargains in second-hand cars are now 
being offered by the score, but they are 
fast going to those who are watching 
and investigating the propositions which 
are offered in the “Want”? columns of 
the Record-Herald. Those who wait 
until the last minute before purchasing 
will find the best propositions taken. 





THE OPEN WINTER IS ALMOST 
OVER. 

It will soon be time for the open 
automobile. Get in your order now or 
you will not receive your car in time 
to secure the full value of your money. 

Prepare for your summer now by se- 
curing one of the many bargains now 
offered. If you can’t afford a new 
car, look over the list of second-hand 
machines listed daily and Sunday in the 
“Want” columns of the Record-Herald. 

The assortment is large. The pr ces 
are varied. The most particular may 
find the car desired. It will pay you 
to watch the Record-Herald list. 





DON’T CHEAT YOURSELF 

By neglecting to look up the bargains 
in automobiles, both new and_ second- 
hand, which are daily offered for sale 
in the “Want” columns of the Record- 
Herald. a 

It is to your advantage to watch this 
list if you have any intentions of pur- 
chasing a machine. There are bargains 
of all descriptions offered and a variety 
of types listed for sale. If you are 
your own friend you will watch the 
automobile advertising .in the Record- 
Herald until you find the kind and 
style of machine you desire, 





THE RIGHT CAR AT THE RIGHT 
PRICE FOR THE RIGHT 
PARTY. 

These results have been obtained by 
scores of automobile purchasers who 
have watched the Record-Herald ‘Want 
ads.” Try for yourself. 

The daily and Sunday lists of ma- 
chines advertised is varied enough to 
suit the demands of all. 

A wide range of price, makes and 
styles gives you the opportunity to se- 
cure the car you are seeking. Turn to 
the “Want pages” and look at the ma- 
chines offered for sale under the classi- 
fication of “Automobiles.” 


BLAME ONLY YOURSELF 
if you wait tod long before preparing 
for your summer’s automobile touring. 
Unless you take advantage of the bar- 
gains now offered in machines, others 
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will profit by your “failure to grasp fhe, 
opportunity, z 

This is bargain season in the} auto-~ 
mobile business. Many owmers®, are% 
trading or selling their old cars in order? 
to buy ‘the 1906 models. »Youscan: 
scores of these practically new machines 
listed for sale in the ‘Want’? columns 
of the Record-Herald under’ the classi- 
fication of “Automobiles.” 

Do the right thing by yourself: by 
watching this list unt# you find the 
machine which fits‘all your needs, 

—————_<+¢)>—_____. 


A LOW-COST LOCAL AGENT. 

A Broadway wholesale cravat firm 
that prides itself on selling ‘direct 
from manufacturer to retailer’ © has 
lately been booming London knitted 
neckwear in metropolitan trade papers. 
Much to the surprise of this concern, 
the following letter was received «a 
few days ago: 

“Dear Sirs—I see that you are ad- 
vertising London knitted cravats. If 
you should wish to send me a sample 
as an advertisement for your house 1 
shall be pleased to wear same and will 
show it to our leading local haber- 
dashery dealer. I prefer black, or a 
color as near black as possible. Yours 
gratefully, . Zero, Col.” 

The enterprising. private citizen has 





been rewarded, as per request, in 
recognition of his mode! enterprise.— 
New York Press. 








GETTING THE FIRST MAIL 


ORDER, 


There is a company in the Middle 
West which issues a very complete 
catalogue. The company ‘sends this 
catalogue free to anybody who will ask 
for it and to selected lists of people. 
mostly in rural communities, whom 
they believe might become customers. 
If within a month after sending the 
catalogue the company does not receive 
an order from the prospective customer 
they mail him a check for $2 good only 
at their store and when used in making 
at least an $8 purchase. As the com- 
pany sells a great variety of articles 
the $2 is seldom wasted. The man 
who uses it becomes a customer, He 
sends the $2 check and $6 more with 
an order. With the receipt for this 
order he receives a $1 check back simi- 
lar to the $2 one he received before. 
The same motives which made him be- 
come a customer, keep him one.— 
World’s Work. 





THE pastor of a leading Boston 
church announces the subjects of his 
sermons on a large bulletin-board pre- 
pared by the sexton. One Sunday re- 
cently the evening sermon was to be 
on “Hell.” Passers-by were a good 
deal startled to note that the lower part 
of the bulletin-board had on it these 
word in large and fiery red letters: 


HELL 
ALL SEATS FREE 
EVERYBODY WELCOME. 
—Lippincott’s. 
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A Roll of Honor 





(FOURTH YEAR.) 
@Oamount of money cau buy a piace in this list fora paper not having the 


No 
requisite qualification. 
this 


ted from publishers who, accord- 





- Advertisements under 
ing 


to the 1906 issue of Rowell’s “American Newspaper La hag have submitted for 





that edition of tne Directory a 


uly signed and datea 
906 


also from publishers wno for some reason “tailed to obtain a daure rating in the 1 


Directory, but have since supplied a detailed cir 
period of twelve months prior to the date of poh ora the statement, such state- 


covering a 


t as described above, 





ment being available for use in the 1907 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named character are marked with an (>). 


These are generally regarded the publishers who believe that an advertiser has aright 


to know wnat he pays his bard casn for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has on doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham, Ledger. dy. Average for 1905, 
22,06%. Best advertising medium in Alabama. 


ARIZONA. 
Phoenix. Republican. Daily aver. 1905,6.881. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 
ARKANSAS. 


Fort Smith, Times. dy. Act. av. 1905,8,781. 
Actual aver, for Oct., Nov. and Dec., 1905, 8,968, 


CALIFORNIA. 
Mountain View, Signs of me Times. 
weekly average for 1905, 22,580 

Oakland, Herald. Average 

May, 1906,19.552, Av. June, 1906, 

22,010. Largest cir.in Oakland. 

Only Pacific Coast daily circula- 

tion guaranteed by Rovwell’s 

American Newspaper Directory. 


. Tribune,evening. Average for 12 
PR ny December 39, 1905, daily is, ett 


Actual 





Bridgeport. Telegram-Union. Sworn daily 
— 19U5,10,171. ‘aut ads one cent a word. 


eriden. Journal, evening. Actual average 
fr 1905, 7,557. . 
Meriden. Morning Kecor kiecord and Republican. 
Daily average for 1905, 7.578. 
New Haven. Evening Register. : Actual 
av. for 1905, 18,711: Sunday, 11,81 


New Haven. Palladium, dy. Arer. 1904, 7.857; 
1905, 8,686. E. Katz, Special Agent. N. ¥. 


New Haven. Union. Average 1905, 16,209. 
1st 3 mos, 1906, 16,486. E. Katz, Spec. Agt., N. Y. 


New London, lay, ev’g. Aver. 1905, 6,109; 
4st 3 mos, 1906,6.012. E. Katz., Sp. Agent, N.Y. 


Norwalk. Evening Hour. Doty average yeas 
endtig Dec., 1905, 3.17 iprilcire., as ied 
by Ass’n am. Adv’rs.all returns deducted, 2,869. 


Nerwich. Bulletin, morning. Average for 
1904, &.8350; 1905, 5,920; now, 6,588, 


Waterbury. Republican. dy. Aver. Sor 1905. 
5.648. La Coste & Maxwell Spec. Agents, N. ¥. 


DISTRICT OF COLUMBIA. 


hingt Evening Star, daily and Sun- 














d e Factfio Churchman ; 
eee ecinan, Cor. 1905, 16427; May, 1500, 1 1700. 


—- Franelaco. Sunset Magazine, monthly, 
lite: two hundred and eignt es, 5x8. 
Cireulation 1904, 48,9163 the ending Nov., 05, 

bn L. L. McCormick, 1 20 Jackson Boule- 

Tili ne ed PS gg pe 
ilson, 4 t 23d St., New York 
Home Offices, 





* * 
William A. W 
City, New York ee cmealie. 
431 Valifornia Street. 


COLORADO. ue 
w, weekly; Perry A. 

Pr >— pd We ion 1Ose6, Jor 1905". 11,68 Se. 

is inting and Pub- 
liening & te. jes, ont gues SU. 60.104. 
Average for May, 1906, dy. 63,758; Sy. 78.114, 
g@ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 
Ansonta. Sentinel, dy. Aver. for 1905, &,022. 
E. Katz, Special agent, N. Y. 
Bridgeport, Evening Post. Sworn daily av. 
1905, 11/023, E. Katz, Special Agent, N. 








day. Daily averuge for 1905. 85.550 (©). 
FLORIDA. 


Jacksonville, Metropolis, dy. Av. 1905, 8,980; 
ist 4 mos, 1906, 9,407. E. Katz, Sp. Agent, N. ¥. 


GEORGIA. 
Atlanta. Constitution. Daily average 1905, 
88,590; Sunday, 48.731. 


Atlanta. Journal, dy. Av. 1905,46.088. Sun- 
day 42.998. Semi-wee dely 56.781; May. 1906, 
daily, 52.517; Sun., 53.977; semi-wy. 24,281. 


Atianta, News Actual daily average Mat 
Chi. 


24.402. 8. C. Beckwith. Sp. Ag., N. Y.& 
Auguata, Caronicle. On Only morning paper. 
6,048. 


1906 average. 
ILLINOIS. 

Aurora. Daily Beacon. Daily average for 
1905, 4, 380; sirsl three months of 1906, 5,918. 

Catro. Citizen. Daily euneee January, Feb- 
ruary and March, 1906, 1,612 

Champaign. News. First tia, months 1906, 
daily, 3.076 ; weekly. 8.446. 

Ohiengs. Bakers’ Melper, monthly ($2.00), 
Bakers’ Helper Co. Arerage for 1905,4.100(@@ mee 

Chiengo, Breeders’ Gazette. weekly; $2 
Averaye circulation 19 1905. 05. to D Dec. sist, 66, tas 

Chiengo, Dental Review, monthly. Actual 
average for 1906, 8,708, 
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Chicago. $ > EO Average for 1905. 144,. 


806 cop circulation in oe 
larger city 7 ston than — two ) Re rey 
cago morning papers co’ od by 

Association of American po hg Msnath ¢ 
Thompson, Representatives, — "es. 


Chieago, Farm Loans and City Bonds. TLead- 
ing investment paper of the United States. 


Chicago. Farmers Voice and National Rural. 
Actual aver., 195, 80.700, Jun., 1906, 42,460. 


Chicago. Inland !’rinter. Actual average cir- 
culation Sor 1905, 15.866 ( 866 (OO). 


Chieago. Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90.000, 
The count made Oct. 20, 1905, showed 85,120 
as Sensenees. Keaches aousty 90%. of = ty 4 

Nebraska; 80% of ti s in 

filinols. Sacbanen, Wisconsin. Te lon ond iam 
esota; half the portoffices,in Indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 


vel ments guaran 
Ohi iene, Record- lenaid. Average 1904, daily 
148.761. Sunday 1 ett Average 1905, daily 


laecase. Sunday 204.5 

ta The absolute ire of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 


hi ©, Svenska Nyheter. weekly. 
onvng bemmer, 1905, 21,775. 


Bw oo. monthly. The System Co.. 

Eastern e 1 Madison Ave., N.Y. Arer- 

ae, for year en on 1906, 50,556. Cur- 
rent average in excess 88 of 60.000 > 


Chicago. The Tribune has bune has the largest two-cent 
circulation in the world, xnd the ae circula- 
tion of any morning newspaper in Chicago. The 
mie” is the only Chicago newspaper receiv- 
ing ( 


GUAR 
Ye No 


Sworn 


Peoria. Star, evenings ana Sunday morning. 
Actual average for 1905, d'y 21,042. S’y 9,674. 


INDIANA. 


Evaneville. Journal-News. Ar. for 1905, 
. Sundays over 15.000. E. Katz, 8. A..N. 


apolia, Up-to-Date Farming. 1905 av., 

andes cont-monthty; 7bc. a line. Write us 

Notre Dame. The Ave Maria, Catholic weekly. 
Actual net averuge for 1905, 24,890. 

Prineeton, Clarion-News, daily and weekly. 
Daily average 195, 1,447; weekly, 2,897. 

Riehmond. Sun-Telegram. Sworn av. 1905, dy. 
8.744. 


4. The Evening Item, daily. Sworn 
an eonen } id oweueatton For 7206, ots stx 


14> 











ine th a J 30, 1906, ‘or June, 
an une 
1008, 4.449. Over 3.200 out of “Epon ichmond 


homes are regular subscribers to the Evening 
Item. 
South Bend. Tribune. Sworn daily average, 
1905,%.205. Sworn aver. for May, 1906, 7,548. 
IOWA. 
Davenport, Catholic Messenger, weekly. 
Actual average for 1905, 5,814, 


Davenpert. Times. Datly aver. April, 11.966, 
Circulation in City or total guaranteed greater 
than any other paper or no pay Jor space, 


Des Moines. Capital. aaily. Latavette Young 


blisher. Actual aver sold 195, 89.17%. 
Present erosion over 40.000. City and State 
circulation largest in Towa. More local adr 


~ in J in 342 issues than any competitor in 
365 issues. The rate sive cents a line. 

Des Moines, Register and Leader—daily and 
Sunday—carries ett “Want” and local d display 
advertising than any other Dea Moines or a. 
paper. ‘Average ctrewlation for Apr., dy. 27,647. 

Muscatine. Journal. ral. Daily Gv, 1905, 5,882, 
Semi-weekly 8,098. 





PRINTERS’ INK, 


_ ity souraal, daily. Average for 1905 
4.961. Sor Feb., 1906, a6, "703. 
Prints most news and most foreign and local ad- 
vertising. Read in 80 per cent of t igi ant lor city. 
Sioux Olty. Trinune. Evening. Net sworn 
daily, average 1905, 24.287: May. ‘1906, 06.600. 
The i of largest paid circulation. Ninety 
oer cent of Sioux City’s reading public reads 
Tribune. Only Lowa paper that has the 
Guaranteed Star, 


KANSAS. 
Uutechinaon, News. Daily 1905, 8.485. E. 
Katz, Special Agent, N.Y. 
Lawrence, World, evening and week! A Onptte 
printed, 195, daily, 8.573; weekly, 8,1 
Wichita, Star, we. Averaye for year end- 
ing January, 196, 2.845. 
KENTUCKY. : 
Lexington. Leader. Ar.’05., evg. 4.694. Sun. 
6.168; May, dy. 5.865. Sun. 6.968. E. Katz, 8.A. 
Marion, Crittenden Record, weekly. Actual 
average for year ending October, 1905, 1,882. 
Owensboro. Inquirer. Dy. av., 1.918; 
May, ’06,2,622. Payne & Young, 'N. Y. and Chic. 
Owensboro, Messenger. Sworn average circu- 
lation for 1905, 2.471. 
LOUISIANA. 


New Orleans, — Official Journal of Fog 
vity. v. cir. for Jan., Feb, and March, 


5,864; av. cir. Jan., 196, 24.615: for Feb. 
~' 25.419; for March. 1906, 26.0693 for April, 
1906, 26.090. 

MAINE. 


Auguata. Comfort, mo. W. H. Gannett, pub. 
Actual averaye sor 1906, 1.269.578, 


Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1905. 6.986, weekly, 2.090. 


Bangor. Commercial. Average yor 1905, daily 
9.453, weekly 29,117. 


Dover. Fisennamss Ubserver. Actual weekly 
average 1905, 2.019 
Lewiaton,. pone. Journal $it'o "wail 


1905, 7.598 (©@), weekly 17.448 ( 
ae MaineWoods ana ++ tc 
. W. Brackett Co. Arerage Sor 1905, 8.077%. 


yr a Eveni: ng Expres ress, Average for 1905, 

daily 12,005. Sun ‘elegram, 8,423. 
MARYLAND 

Annapolis. U. 8. Naval Institute, Per 
of;q.; copies printed av.yr. end’g Sept. 1905,1,68 

Baltimore, American, dy. Av. 12mo. to Jan. 31, 
06,64,187. Sun.,59.942. No return privilege. 

Baltimore. News, aaily. News Pub- 


Kveni 
lishing Compan; Average 19)5, Ny .673. For 
‘une, 1906. 63.4 rly 


uarentire by the 
blishers af ow AE te | 
% pay | one hundred dollars to the 
rst pores successfully con- 
troverts its accuracy . 
MASSACHUSETTS. 
Boston. Christian Endeavor World. A leading 
religious weekly. Actual Actual arerage 1905, 99,491, 
Boston, Evening Transeri Transcript (©©). Boston’s 
tea table paper. Largest amount of week-day adv. 
Beaton.Globe. Average 1905, rare 398.866. 
Sunday, 209.648. a, Circulati dly 
of any two cent in the United States. 
100,000 more —— mn than any other ne 4 
pa; tn New England.” Advertisements. go 
morning and afterneen editions for one a 
t@ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran-. 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully cone 
troverts its accuracy. ‘ 

















PRINTERS’ INK, 


Boston, Post. Average for May, 1906, Boston 
Daily Post, 2850682)" Boston Sunday Post, 
284.880. ily gain over May, — T.BT9s 


Sunday gain over May, 195. 44.69%. Flat 
rates, r. 0.p. daily, 20 cents; Sunday, 18 cents. 
The Great Breakfast Table Paper of New Eng- 
lan 

Fall River. News. Largest cir’n. Daily ar. 05, 
6.6638(34). Robt. Tomes, Rep., 116 Nassau St.. N.Y. 


a Evening News. Actual average for 1905, 
. 
Springfield. Farm and Home. Hettonal Agri- 


cultural semi-monthiy Tota! : oe. 
Pe at 569,164 


872.564, post 
Eastern estern editions. All ee 
ments guarantee 


Springfeld. Good Housekeeping,mo. .Aver- 
age 195, 206.088. No issue ess than 200,000, 
All advertisements guaranteed. 


gtprinatel. New England Homestead. Onl 
"ald cue agricultural weekly in as Englan 
Fal circulation, 40,000, Reaches 
n Mase. R.1.. and Conn., and all in Ver. 
pf ier Hampshire and Maine. except a a in 
the woods. All advertisements guuran 


Woreester, (Opinion ublique, daity @ ©). 
Paid average for 1905, 4.253. 
,; ‘MICHIGAN. 
Adrian. Telegram Dy. av. last three months, 
195,5.1751. Payne & Youngs. Specials. 
Grand Kapidsa. Kvening Press dy. Average 
1905, 46,456. Covers Western Michigan. 





Jackson, Morning Patriot. Areruge June, 1906, 
6,811; Sunday, 6,992; weekly (April). 2.818, 


Saginaw. Courier-Heraid, daily, Sunday. 
Averuge 1905,12,894: June. 1906,14,471. 


Saginaw. Evening News. daily. Average for 
1905, 16,710; June, 1906, 20,207, 


MINNESOTA. 


Minnenpoita, Harmers’ Tribune. twice a-week. 
W.J. Murphy, pub. Aver. for 1905, 46.428. 


Minneapolis. Farm, Stock and Home, semi- 
monthly. Actuai average 1905, 8%,137; first 
six months 1906, 100,050. 

“The absolute accuracy of Farm 
Stock & Home's circulation rating 
ig guaran the American 
Newspaper ~~ Circulation is 
practically vagina to the surmers 
of Minnesota. the Dakotas. Western 
Wisconsin and Northern lowa. Use 
it to reach section must projitably, 








Minneapolis. Journal, Daily and Sunday. 
In 1905 average daily circulation 67.588, Daily 
average latio. for May, 1906, t3. 441. 
Aver. en 9 May, ¥ 608, ZO. 885. 
The absolute’ accuracy of the 
Journal's circulation ratings is 
guaranteed by the Aversa “ie 
paper Directory. It 
greater a ber of the purchasing 
classes and gues into more homes 
thai saa nea in its jield. It 
brings resul 


Ia, School F. ti Cir, 1905, 
ox Soe. Leading oe oe Ne journal! e the N.-W. 


Minnenupolls Tribune. W. J. Murphy, pub. 
Est. i867. Oldest Minneapolis daily. The Sunday 
Tribune average per :ssue sor the first three 
— of 196 was $2,709. The daily Tribune 
werage per jones aw the first three months of 
$906. was 105,1 
OIROULATN. * The Evening Tribune ts guar- 
anteed to nave a laryer circula- 
tion than any sther Minneup- 
olis newspaper’s evening edi- 
tion. he currier-delirery oy 
the daily Tribune in Mmueap- 
olis is many thousands greater 
than that of any other news- 
paper. he city circulation 
by Am. Newa- aliue aroseds 43.000 daily. 
paper Diree- Tribune is the recognized 
tory. - fi Ad paper of Minne- 
ape 








Minneapolia. Svenska amerikanska Posten. 
Swan J. Turnblad, puv. 1905,51,512. 
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8&t. Paul. A.OU. W. Guide. Average weekly 
crrculation for 1905, 22.542. 22.54%. 


St. Paul. Dis atch, Averc Average net sold for year 
1905, 60,568 dai fy ttiaine 


St. Feet The gy §.-mo. Rate, 40c. per 
line, with Sor po cael ~ 4 
ending December, 1905, 2 625. 


St. Paul. PioneerPress. Net average circula- 
con Sor January—laily 35.802, Sunday B2,- 


The absolute accuracy of the 
Pioneer Press cirestation state- 

ments is guaranteed by the sme 
can Newspaper Directory. Ni nety 

per cent of the moneu due for s 
scriptions is collected, showing that 
subscribers take the paper because 
they want it, All matters pertain- 

ing to circulation are re upen to "to investigation. 





Winona. The Winona Winona Republican « Herald, 
oldest, largest and best 
outside the Twin Cities and Duluth, 


MISSOURI. 


Joplin, Globe, dai) Average 1905, 18.894: 
May, 1906, 15,162. , Katz, Special Agent, N.Y. 


+ Western Monthly. Reaches prac- 
order an and d general advertisers. 


&t. Joseph, News and Press. Piya 
1906, 85,158. Smith & Thompson, Lust. Rep. 





Kansas Cit, 
tically all mail< 


&t Louis. Courier of Medicine, monthly. 
Actual average for 1905, 9.925. 


St. Louis, Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.000, 


St. Louis, National Druggist. mo. Henry R. 
Strong, Editor ana Publisher. Average for 1905, 
8.041 (© ©). Eastern office, 59 Maiden lane. 


&t. Leulia, National Farmer and Stock Grower 
monthly. Areraye for 1903.106,624: average for 
1904, 104.7503 average fur 1905, 105,541, 


MONTANA. 
Butte. Inter-Mountain. Sworn average daily 
cire’n 1905, 11.2776. Aver. Dec., 1905, 12,698, 


Missoula. Missou.ian, every morning. Av. 
1905, daily, 4.185; Sundau, 5.407, m 
size, advertising und circulation past 18 months. 

NEBRASKA. 

Lineoin, Daily Star. evening 
and Sunday morning. -ictual 
daily average for 1904,15.2389. 
For 1905, 16.409. Only Neb- 
rasku paper that has the 
Guarantee Star. 

Lincoln, Deutsch-Amerikan Farmer. weekly. 
Averuge 1905, 147.032. 

Lineoin. Freie Presse, weekly. ictualaverage 
for 1905, 150.7 

Lincoln, Journal and News. 
1905, 27,09: 


Omaha, Farm M ne, monthly. Arerage 
circulation year ending January, 1906, 40,714. 


NEW HAMPSHIRE. 
Nushua, Telegraph. The only daily in st 
Sworn aver, for 6 mos, ending Mar. 3/,'06, 4,410 
NEW JERSEY. 


Elizabeth, Journal. Av. 1/904. 5,522: 1905, 
6.5145; ‘st 3 mos. 1906, 6.965: March, 1906,7.191, 


Daily average 


Jersey > a Eyening Journal. Areraye jor 
1906 22.546. Last 5 mos. 1905, 28,408, 
Newurk. Evening News. Evening News Pub. 
Co. average for 1905. 60.102; Apr. 06. 68,782, 
Plainfield. Daily Press. Average 195, 2. S74. 
firsts months. :906,2,.931. It’ s the leading paper. 
Trenton, Times, Average. 1904, 14.774; 1905 
16.45; Apri, 18,525. Only evening paper. 
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NEW YORK. 


Albany. Evening Journal. Daily average for 
1905. 16.812. lsthe leading paper. 


Binghamton, Evening Herald, daily. Herair 
Co, Aver.jor year end. March, 1906. 12,416 (3.) 

Buffalo. Courier, morn, Av./905, Sunday 8¢.,- 
%T4; duily 48.008; Enquirer, even.. 31,027. 

Buffalo. Evening ~ ie Daily averaye 1904, 
88.457; 195 94,690 

OCatakill, Recorder. 1905 average. 8.811; May, 
1#6,8.988. Best adv. medium in Hudson Vailey. 


Corning. Lane; evening. 1905, 


6.2883 195.6.59 
Certinand, Democrat Fridays. Fst. 1840. Aver 
1905, 2.126. Only Dem. Dem. paper im county, 
Giens Falls. Times. Est. 1878. Only ev’g paper 
Average year ending March :.1, 1906, 2,508. 


LeRoy. Gazette, est. 1826. Av. 1905, 2,287. 
Largest wy.cir. Genesee. Orleans, Niagara Co.'s. 


arerage, 


Mount Vernon, Argus, evening | Tala ae 
average 1 year ending June. 196, 8.5 


Newburgh, News. daily. Ar. 1905, 5.160, 
8,000 more than all other Newb gh paperscomodined 


New York City. 

New York. American Agriculturist. Best 
farm und family agricultural weekly in Midale 
and Southern States. Circulates 100,000 cop- 
ies weekiy, of which 95.468 are actual paid 
subscribers. as per count of June 1, 1905. The 
extruordinary character and purchasing power 
of its readers is emphasized by the fact _ 
AMERICAN AGRICULTURIST’S subscribers in New 
York elude every postoffice in the State. In 
New Jersey it goes to 77% of all the postoffices; in 
Delaware 87%, in Pennsylvania 74%, in Ohio 857. 
and to 20% to 404 of tne postoffices in the Southern 
States. All advertisements guaranteed. 


American M: ine (Leslie’s Monthly), Pre 
sent average circulation. 258.108, Guaran- 
teed average, 250,000. Excess, 73.296. 


army & Navy Journal. Est. 1863. Actual weekiy 
average for first 19 issues. 196. 9.592 (OO). 





Atlantis. Daily apaets newspaper. Actual aver- 
age for 195, 9.855 


BRaker’s Review monthly. W. Kk. Gregory Co., 
publishers. Actual averaye for 1905 5.008, 

Benziger’s magazine, family monthly. Pen- 
ziger Brothers. arerage for 1905,44,.166, pres- 
ent cerculation, 50,000. 


Clipper, weekly (Theatrical). Frank —. 
Pup. Co., Ltd. Aver. for 195, 26.223(O@ 





Hardware Dealers’ Magazine. rp seta 
Ju 1995, average :ssite, 19. 02010 
Db. T. MALLETT, Pub.. 243 Broaaway. 


Jewish Morning Journal. Average for 1905, 
54.668. Only Jewish morning daily. 


Music Trade Review, music trade und art week- 
ly. Arerage Jor 1905, 5.841. 





Printers’ Ink, a journal for advertisers, ea 
lished every Wednesday. Established 1888 
tual weekly average for 1965, 11,001, Actua 
weei.ly average for 1904,14,.918. Acturl rreekly 
average for 19'5,15,.090 copies, Actual weeily 
average for the jirst seventeen weeks in 1906, end- 
ing April 25, 16,250 copies. 


The People’s Home Jourral. 544.541 monthiv 
Good Literature, 444.667 monthly, average cir 
culations for 1905—all to paid-in-advance sub- 
scribers. F. M. Lupton. pubi:sher. 

The Tea and Coffee Trade Journal. Average 
erculation Jor tear ending May, 1906, 5.805; 
May. 1906. issue. 7.312. 

The Wall Street Journal. Dow. Jones & Co. 
publishers. Daily average 1905, 18.158. 

The World. Actual arer. for 1905, Morn,. & 
490, Evening. 37 


05.- 

1.706, Sunday, 411.074. 
Beheneetndy, Gazette. daily. A. N 

Actual arerage for 1904, 12.574; 1905, 


Syracuse. Evening Ileraia. daily. Herald Co. 
pub. Aver. 1905, daily 35.552. Sunday 40,098. 





Liecty. 
058, 





PRINTERS’ INK. 














Syracuse, Post- Standard. Daily ci tion 
27.000 copies. The Home newspaper oft use 
and the vest di for leg . 

Ctten. National Electrical Con , ato. 
Averaye for 1905, 2.645 

Utien, Press. daily. Utto A, Meyer. ae 


Average for 195. 14.339. 


NORTH CAROLINA. 


gate. Biblical Recorder, weekly. 4, #903, 
8,872. Av. 1904, 9.756. Av. Sor: 95.10, 206, 


Raleigh, Evening Times. Lewis albafternoon 
rs in ——— between Richmond and 
Atlanta, A, Mi: dapetepes. a duily 
average 1905, 4.251 


Raleigh. News and Observer, im 26 
est daily. Sworn average son. ae Sip reas more 
than double that of any other Ri fe date 

greater than that of any other roy éy im the te. 


NORTH DAKOTA. 
Grand Forka, Normanden. Av. yr. 05, 7,201. 
Aver, for Jan., Feb., Mar. and Apr,., 1906, %T9S. 
OHIO. 


Ashtabula, Amerikan Sanomat. 
Actual average for 1905. 10.766. 
Columbus, Hunter-Trader-Trapper, monthly. 
Actual average circulition 195, 22,708, 
Coshocton, Age, Diily ar, 1905, 2,128; in city 
10,000: factory pay-rolis $150,000 monthly 


Dayton, The Watchword. 
pe 


Finnish 





Illus. Young Peo. 
‘aper. Ar, 195,$5.519. dc. per agate line, 


pringtela. Farm and Fireside, over 4 cen- 
are ing Nat. agricult’! paper. Cir. 41 000, 


Springfield. Woman's Home Compani 
June, 1906, circulation, ue, OG 115.000 above 
guar rantee. Executive offices, N .’Y. Cit ity. 


rarpe, Vindicator. D' pores. 12.910; 
Sy. 10,178: LaCoste « Maxwell. N.Y. & Chicago, 


Zaneaville, ‘Times-Kecorder. Sworn arerage 
1905.10,564. Guaranteed double nearest com- 
petitor and 50% in excess comodimea competitors, 


OKLAHOMA. 


Oklahoma City, The Oklahoman, 1905 aver. 
11,161; May. 1906,12,.992, E. Katz, Agent, N.Y. 


OREGON. 


Portland. Evening Telegram. Largest exclu- 
sive circulation of any vewspaper in Gragon. 


7 Portland, Journal. Daily and Sunday. 
fe Actual average for May, 25,481, Aver- 
age year 1905. 21,926, 


re. Pacific Northwest, mo. 905 arerage 
3,588. Leading farm paper in State. 


PENNSYLVANIA. 


Erle. Times, daily. Arer. for 1905, 15.248, 
May, 1906, 16.958, E. Katz, Sp. Ag., N.Y. 


Marriaburg. Telegraph. Sworn ar., Apr.. 18.- 
769. Largest paid circulat’n in H’b'g, or no pay. 


Philadelphia. Confectioners’ Journal, 
Av. 1904, 5.004: 1905, 5.470 ( 


Philadeiphia, Farm Journal, 
montnaly. Wilmer Atkinson Com- 
pany, pabiepers. Average 
1905, 568.266. Printers’ Ink 
awarded the seventh Sugar Bowt 
to Farin Journal sor the reason 
that *‘that paper. among ali those 
*“publisned tu the ‘United States, 

“has been pronounced the one 
Pp! a nde vg A fig purpose as 


mo. 





“for the aericutsural popul. 

“tion, and as an effective and 

“economical — Sor com- 

“municating wi them 
“through tts advertising coiumns.” * ‘Unlike any 
other paper, 


Philadelphia. German Daily Gazette. Aver- 
circulation, 1905, daily 51.50%; Sunday, 44.465, 
sworn statement. Circulation books open. 














Philadelphia. The Press is 
Pailadelph ia’s Great Home News- 
esides the Guarantee 
tar, it hasthe Gold Marks and is 
onthe Roll of Honor—the three 
most desirable distinctions for 
ona newspaper. Sworn daily avy- 
for 1905, 106,600; Sunday 
average April, “906, 156,284. 


Pe... In Philadelphia nearly everybody reads THE 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN 
month of June, 1906; 


for eacu day in the 








Total for 26 days, 5,738,169 copies, 
NET AVERAGE FOR JUNE, 


220,699 copies a day 


THE BULLETIN’S circulation ficures are net; all 
damaged, unsold, free and returned copies have 


been omitted. 
Wu1amM L. MCLEAN, Publisber. 
PHILADELPHIA, July 5th, 1906. 


Philadelphia. The Merchants’ Guide, pub- 
lished weekly. ‘The paper that gets results.” 


Philadelphia, W. Phila. Bulletin, wy. Covers 
W. Phila, Everybody looks for it. Cir.’05, 5,288. 


Pittaburg, The Dinised Presbyterian. Weekly 
circulation 1905, 21.86 


est Cheater. Local News, 
W. H. Hodgson. srerayesor 
4905, 15.29%. In its ssth year. 
Independent. Has Chester County 
and vicinity for its field. Devoted 
A oe news, hense 1s a home 





daily: 


Chester County is second 
5 The ‘State m agricultural wealth. 
Williamsport, Grit. America’s Greatest 
Weeily. Average 1905,226.718. Smith & Thomp- 
son, keps., New York and Chicago. 
York. Dispatch and Daily. Average for 1905 
18,551. Enters two-thirds of York homes. 


RHODE {SLAND. 
Puwtueket. Evening Times. Aver. cfrculation 
Sour months endiny April 30,06, 17.802 (sworn). 


Providence, Daily Journal. 17.623 (©). 
Sunday, 20.888 (©©). Evening Bulletin&’?, 7 
average 195. Providence Journal Co.. pubs. 


Providenee, Real Estate Register; finance, 
etc.; 2,528; sub’s pay 24% of total city tax. 
Weateriy. Sun. Geo. H. Utter, pub. ver. 1995, 
4.467. Lurgest circulation in Southern R. 1. 
SOUTH CAROLINA. 


Oharieaton. Lael Post. Actual dy. aver- 
age for 1905, 4.30 


dines omy State, Actual aver- 
age for 1905, taily 9.587 copies 


GUAR (OO); sem:-weekly, 2,625, Sunday 
AN 05, LL.OTZ(OO). Actual average 
MEAD Jan.to April 30. '06, daily 10.717; 
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TENNESSEE, 


Knoxville Jouragl and Trib- 
une. Daily a le yeur ending 
December 31, 1308. oe Weekly 
average 1904, 14,413 
One of only three papers in 
the South, pi ouly paper in’ 
Tennessee awarded the Guarantee 
Star. The leader in news, circula- 
tion, influence and adr advertising patronage. 


Knoxville. Sentinel, Aver erage March 11,598. 
Carries more advertising in six days than aoes 
contemporary in seven. Write for information 


Memphis. Commercia! Appeal, daily, Sunday, 
weekly... average 1905, duily 88, 716 Sunday 
55.887. weekly, 80.585. Smith & Tisha, 
Representatives N. Y. & Chicago. 


Memphis, Times, pandas. Circulation year 
endtny February, 1906, 2.110 

Nashville, Banner, daily. Aver. for year 1903, 
8.772; for 194, 20,7083 for 1905, 80,227, 


TEXAS. 
Beaumont, Texas, Enterprise. Average 1905 % 
5,457; present output over 10,000 guaranteed, 


El Paso. Herald. Av,’05,5,011 ; Feb. 06,5.568 
Merchants’ canvass showed HERALD in 80¢ of Kl 
Paso homes. Only El Paso paper eligible to Roll 
of Honor. J.P. 3mart, 150 Nassau St., N. Y. 


San Angelo, Standard, weekly. Average for 
year ending May 6, 196, 8,018 (3). 


VERMONT. 


Burre. Times, daily. F. E. Langley. Arer. 1908, 
$.527, Sor last six mouths, 196, 4.068. 


Burlington, Free Press. Daily av. '05, 6.558. 
Now 7.200, or more. Largest city and State 
circulution. Examined by Association vf Ameri- 
can Advertisers, 


Burlington, 
laily average 1904, 6 


1905, T.4 
sentnte Argus. Actual daily average . 


1905, 3.242 

metends Herald. Arerage 1904, 8,527. Av- 
erage 1905, 4.286. 

St. Albana, Messenger, daily. Actual average 
Sor 1905, $,051. 


News, daily, evening. Actual 
+018 ; 1905, 6,886; December, 


VIRGINIA. 


po eeville. The Bee. Ar. 1905, 2.846, April, 
96, 2,565. Largest cir’n. Only eve’g paper. 


Richmond. News Leader. Sworn dy. av. 1905, 
29.548. Largest in Virginias and Carolinas, 


Riehmond, Tnnes-Dispatch, 
——— 

Actual daily average year end- 
ing December. 1905, 20.376. High 
price circulation sith no waste 
or duplication. In ninety per cent 
of Richmond hemes. The State 
paper. 


WASHINGTON. 
Seattle, Post-Intelligencer (O@). 
Average for May, 1906— Week 
25.158; Sunday, 35.482. Only 
m’n'g Raper in Seattle; only gold 
marked and guaranteed « — 
tion in Washing’ PA 
circulation of eee ment 
and GENUINE value. 


GUAR 
¥ to 


UA 
CaN 
TEED 


Tacoma. Ledger. Daily arerage 1905, 15,8443 
Bunday, 20,885; weekly, 9.642. 
Tacoma. News. Average jirst four months 
1906, 16,212; Saturday, 17,687 
WEST VIRGINIA. 
Parkersburg. Sentinel. al R. E, Hornor, 
pub. Average Jor 1905, 2.4 


Ronceverte, W. Va. News, wy. Wm. B. Blake 
& Son, pubs. Average first 5 months 196, 2,112, 


WISCONSIN. 


Juaneaville. Gazette. d’ly and a-w'u. Cire’n— 
average 1905. daily 8.149: semi-weekly 3,059, 


‘Indison, State Journal. dy. C reulation aver- 





Sunday 11.654. 


105, ,452, Onlyusternoon pauper. 
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Milwaukee. Badger and Farmers’ Record 
mo.; 75.000 copies (3k); rate 30c. a line; largest 
mo. farm journal circulation in this territory, 


“ Milwaukee. Evening Wisconsin, d’y, Av. 1905, 
26.648; May, 1906, 28.962 (OO). 


Milwaukee. The Journal.ev'g. 





rerage 1905. 40,517: May, 1%6. 
44.680. The wd daily circu- 
lation of The waukee Journal 


is double that of any other oe. 
ing and more than is the paid 
circulation of any Milwaukee 
Sunday newspaper. 


Oshkosh, Northwestern. daiiy. 
1904, 7.281. Averuge for the year, 1905, 7, 6a. 


T WISCONSIN 
Agricottorist. 


Racine. Wis.. Est. 1877. wy. 
Actual aver. for 1905, 41.745: 
First five months, 1996.47.272. 
Has a larger circulation in Wis- 














* consin than an other oper Adv, 
#2. 30 an inch. ‘emple 
‘ourt. W. C. aortas. or. 
Sheboygan, oie ee Average 1905, 
1,610. Only paper with telegraphic ser nervioe. 


WYOMING. 
Cheyehne. otene. Actual daily average net 
Jor 1905, 4.51 
BRITISH COLUMBIA. 
Victoria. Colonist, daily. Colonist P. & P. 
Co. Aver, or, 1904. 4.856 (3°; = 195, 4.808. 
U. 8, Rep., H. C. Fisher, New York. 


Average for | - 





MANITOBA, CAN. 


Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. o wepee 
all the Germai king p 
its exclusive field. Aver. for the year by 4 May, 
1906, 15,7 82; aver. last six months, 16,051. 


Pair Free Press, daily and weekly. Av- 
Sor 195. daiiy, BO.048; wechiy, 15,654. 
Dat y; May, 1906, $4.180. 
Winnipeg, Telegram. Daily av. ’05. a6, 39; 
last three months 20,577, (Sat. average 25,000), 
NOVA SCOTIA, CAN. 


Halifax, Herald (© ©) and Grouting Mail. 
Cir reulation, 1905, 15,553. Flat rate 


ONTARIO, CAN. 


Toronto. Canadian Implement and ‘tamed 
Trade, monthly. Average for 1905, 6,088 


Toronto, The News. Sworn arerage daily 
‘reulation for year ending Dec. 30, 1905, Gs.282- 
Advertising rate é6c. per inch. Flat. 














Toronto. Star, daily. Daily average Feb- 
38 copies. 


ruary, 1906, 41,93 


QUEBEC, CAN. 


eget La Presse. La Presse Pub. Co. 
Lta., publishers. .ictual areraye 1904, daily 
$0,259; 1905, 96,771; weekly, 48,207. 


Montreal, one. dy. oun. Graham &Co. Av, 
Sor 1904, dy. S56. T9H,. wy. 125.240, Av. for 1905, 
‘dy. 58.125; wy. 126,807, 














We believe every live news- 
paper should be represented in 
your Roll of Honor. We have 
been represented there for 
several years and consider it a 
splendid advertising opportu- 
nity.— Lafe Young, Fr., Des 
Moines Capital, Des Motnes, 
Iowa, March 3, 1900. 








_—~ 
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(OC) GOLD MARK PAPERS(© 0) 





Out of a grand total! of 23,461 publications listed in the 196 issue of Rowell’s American Newspa- 
roc yr el one hundred and fourteen are distinguished from all the others by the so-called gold 





WASHINGTON, D.C. 


"HE EVENING AND SUNDAY STAR (@©). 
Reaches 90% of the Washington homes. 


, GEORGIA. 
ATLANTA CONSTITUTIUN. Aver. 1905, Daily 
85,590 (OO). Sunday 48,731. Wy,'04, 107.925. 
AUGUSTA CHRONICLE (Q©). Only morning 
paper; 1905 average 6,043. 
ILLINOIS, 
GRAIN DEALERS’ JOURNAL (©), Chicago, 
prints more cias’fi'd ade than all others in its line. 
THE INLAND PRINTER, Cl Chicago. <0 ©). Act- 
ual average circulation for 1905, 1 
BAKERS’ HELPER (© ©), Chicago, ell “Gold 
Mark” Bex ing pinot Ay Oldest, largest. beat 
known. Subscribers in every State and Terr* ory. 
TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 
KENTUCKY. 
LOUISVILLE COURIER-JOURNAL (© ©). 
Best paper in city ; read by vest people. 


MASSACHUSETTS. 
ectzate ton, Am. Wool and Cotton Reporter. Rec- 
organ of the cotton and woolen indus- 
& — ar America (© 0). 
BOSTON PILOT (© ©), every Saturday. haus 
Catholic. Patrick M. Donavoe, manager 
BOSTON EVENING TRANSC RIPT (OO), est: - 
lished 1830. The onlv ~*'" --«rk daily in Bostu. . 
TEXTILE WORL. . . «D (QO), Boston. 
Nearly 200 of its 400 advertisers use no other 
textile journal. It covers the field. 
WORCESTER L’OPINION FUBIJQUE {oe ©) 18 
the leading French daily of New Englan 


MINNESOTA. 


NORTHWESTERN MILLER 


ay; - Hi = mm. ear. Covers 
$s i art Sele Lay 4 —_ The 


and 
only “* ola Merk pb journal ( 
NEW YORK. 
NEW. YORK TIMES (©©). Largest high-class 
eirculation. 





BROOKLYN EAGLE (@@)1 (©©) is THE advertising 
medium of Brook! 

THE POST pone ESS (©). Rochester, N. Y. 
Best advertasing medium tn this section. 

ENGINEERING NiWS (©©).—An acknowl- 
edged authority.—Tribune, L wrence, Kan. 

ARMY AND NAVY JOURNAL (©©). First in 

its class in circulation, influence and prestuge. 


VOGUE (©), the authority on fashions. Ten 
cents a copy; 34 ayear. 11-13-15 a 24th St., N. y. 

THE CHURCHMAN (O60). 1844; Satur- 
days; Protestant- t-piscopal. 47 he Re Place. 

ELECTRICAL REVIEW (© ©) covers the field 
Read and studied by thousands, Oldest, avlest 
electrical weekly. 

HARDWARE DEALERS? ALERS’ MAGAZINE. 

1 1905, average issue, 19,0: 

DT MALLETT, Pub 258 Broadway, N. Y. 

STREET RAILWAY JOURNAL (00). The 
stancard authority the world over on street and 
interurban railroading. Average weekly circu- 
lation durin 1905 was 8,160 copies, 











NEW YORK HERALD (@©). Whoever men- 
tions America’s ieading Res spapers mentions 
the New York HERALD firs 


CENTURY MAGAZINE (© ©). There area few 

poate in every community who know more 

all the others. Taese people read the 
CENTURY MAGAZINE. 

NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing powertoa high- 
grade advertiser 

ELECTRICAL WORLD (©), established 1874. 
The great international weekly Circulation 
audited, verified and certified by the Association 


of American Advertisers to be pire oe 
weekly from January 6th to March 34, 1 
OMmlo. 
CINCINNATI ENQUIRER (©©). Great--influ- 


ential—of worjd-wide fame. st advertising 
medium in prosperous Middle West. Rates ana 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 


CARRIAGE MONTHLY (© ©), Phila. Technical 
journal; 40 years; leading vehicle magazine. 


THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. it is on the Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
Sworn daily average 1905, 106,600; Sun- 


paper 
day average April, 1906, 156,284. 


THE PITTSBURG 
©o DISPATCH ‘eo 


The aumonies that judicious aetna 
always select first to cover the pro 
ductive. Pittsburg field. nly wos -cen t 
morning paper assuring a prestige most 
profitable to advertisers. Largest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 

PROVIDENCE JOURNAL (@ ©), a conservative, 
enterprising newspaper without a single rival. 

SOUTH CAROLINA. 

THE STATE (OO), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 

Alcs NEWS AND COURIER (OO), Charleston, 

8.C. Paid circulation of highest class in every 
part of South Carolina and oining States. 

TENNESSEE. 

THE TRADESMAN (©©0) Chattanooga, Tennes- 
see semi-monthly. ‘The South’s authoritative 
industrial trade journal. 

VIRGINIA. - 
« THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks volumes. 
WASHINGTON. 

THE POST INTELLIGENCER (©©). Ony 
morning paper in Seattle. Oldest in State. A 
paper read and respected by ali classes. 

WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(©). the only géld mark daily in Wisconsin. 
Less than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 

CANADA. 

THE HALIFAX HERALD (QO) and ~ EVEN- 

ING MAIL. Circulation 15.58, flat rate. 
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THE WANT-AD MEDIUMS” 


A Large Volume of Want Basiness is a Popular Vote for the 
Newspaper in Which It Appears. 











Advertisements under this heading are only desired from 
papers of the requisite grade and class. 





OVULORADO. 
T= Denver Post, Sunday edition. April 15, 
1906, contained 5,036 different classified ads, 
a total of 112 910 columns. The Post ts the 
Want medium of the Rocky Mountain region. 
The rate for Want advertising im the Post is 5c. 
per line each insertion. seven words tothe line. 





CONNECTICCT. 
ERIDEN, Conn.. KECORD covers field of 50.000 
a population : 3 working people are skilled 
mechanics. Classified rate, genta word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word aday. 


DISTRIOT OF COLUMBIA. 
Th. —- and Sunpay Star. Washington, 
© ©). carries DOUBLE the number of 
want Ase of any other paper. Rate lc. a word. 


GEORGIA, 
LASSIFIED advertisements in the PrEss, of 
Savannah, Ga., cost one cent a word—three 
insertions for price of two—six insertions for 
price of three. 


ILLINOIS. 


Ts Champaign News is the leading Want ad 
mnedium of Ventral! Eastern Lilinois. 


4 TRIBUNE publish lassified ad- 
vertising than any other Chicago ees 


EORIA (U1L.) JOURNAL reaches over 13.000 o! 
the prosperous people of Central Timoin 
Rate, one cent per word each issue. 


CONT EARLY everybody who reads the Eng 
lish language in. around or about Ch 
cago, reads the DAILY NEWS,” says the Post-office 
Reriew. and that’s why the’ © DalLy NEws is Chi- 
cago's ‘want ad” directo 


INDIA <= A. 
ae Indianapolis — o aealled the year 1905 
printed advertise- 
ments than al} cher fiailies ot indianapolis 
combined. printing a total of 941 separate 
paid Want ads during that time. 


IOWA. 
é lee Des Moines CAPITAL guarantees the lar- 
gest city = the largest total circulation 
in lowa. The Want give re- 
turns always. ‘The rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big he big day. 


‘J. HE Des Moines KEGISTER AND LEADER: onl 
morning paper; carries more “want’’ 
vertising than any other Iowa newspaper. One 

cent a word. 











MAINE. 
‘HE EVENING EXPRESS carries more Want ads 
than all other Portiand dailies comvined. 


MARYLAND. 
Mt Baltimore Nrws carries more Want Ads 
than any J hg omen ong daity. It is the 
Want Ai 








MASSACHUSETTS, 
f je BosTON EVENING TRANSCRIPT is the lead- 
icrg educational medium in New England. 
It prints more advertisements of schools and in- 
structors than all other Bosto Boston dailies combined. 


NHE BOSTON G! DBE. folly 2 and Sunday, in 
ee 905. printed a al classified ads, 


There were no ott. Gah or or hy There 
was a gain of 9,999 over 1904, and was 15.847 more 
than any other Boston paper carried in 1905. 


> CENTS for 30 words, 5 days. 

Dany, ENTERPRISE, Brock- 

ton, Mass., carries solid. page 

Want ads. Circulation exceeds 
10,000. 


MIOHIGAN. 
-AGINAW CouRIER-HERALD (daily), onl 
day Papers leading medium; c1 
excess Of 14,000; one cent a wo: 
MINNESOTA. 
HE Bc ape pot hy by poo is the recognized 


Sun- 
on in 





fhe Minneapolis Daily and Sunday JOURNAL 
carries more classified advertisi atare 
other Minneapolis paereer No free Wants 
and no Clairvoyant nor objectionable medical 
advertisements printed. 

Correct statement of ‘classified Wants printed 
in May, 152,768 lines. Individual advertisemente, 


Circulstion, 1908, 57,039; 1904, 64,384; 1905, 67 
First five months 6s, 70,498, The average Sun- 
day circulation, stop 


HE MINNEAPOLIS TRIBUNE is the oldest Minne~ 
— ae and has over 100,000 subscribers, 
which is 30 each day over and above any « 
other  Pevanedice dail Its evening edition 
= hasa Ly circulation in Minneapolis, og ; 
y thous 8, than any other evening pa 
Tt pu publishes over 80 columns of Want adve sal - 
ments every week at full price (average of two 
pages a day); no free ads; price covers both 
morning wer evening issues. Rate, 10 cents per 
line, Daily or Sunday. ; 





MISSOUKI. 
f jets Joplin GLoBs carries more Want ads 
than a other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, 16c. 


MONTANA. 


r SBE /pupcoade STANDARD is Montana’s great 
Ad” medium; ic.a word. Average 
adeedaiiant (1905), 11,144 ; Sundays, 13,888. 


NEBRASKA. 


Leone JOURNAL AND NEWS. Daily aver- 
27,002, guaranteed. Cent a word. 








NEW JERSEY. 


EWARK, N. J, FR®IE ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 


‘ mans, One cent per word ; 8 cents per month. 


NEW YORK. 


Ts EAGLE has no rivals in Brooklyn’s 
classified business 


shy HE Post-EXPRESS is the best afternoon Want 
ad i in Roch 





LBANY EVKNING JOURNAL. Fastern N. 
best paper for Wants and classified ads. 


AILY ARGUS. etm Jen. 
est Want ad 


EWBURGH DAILY NEWS. recognized leader 
in prosperous Hudson Valley. Circulation, 


Y.’s 





N.Y. Great- 
County. 





O 


Rorec NEWS with over 95,00 circulation, 
is the only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 


New York City. 

















Bb Nye Trwes-Union, of Albany, New York. Bet- 
ter medium for wants and otber classified 


mater than any other an Albany, and 
‘chroulation’ greater than all other ; 


a aw 
bily peppra in that city. 


RINTERS* INK, publishod weekly, The rec- 

; ognized and leading Wantad medium for 
Want ad mediums. mail ordcr articlcs, aavertis- 
ing ooveities, printing. typowrittcn circulars, 
rubber. stampa, ofice devices. adwriting, balf- 
tone making, and ag ye anything which 
interests and appeals to advertisers and busi- 


oeas men, Classified advortisc:ncnts. 20 vents 
@ line per issue flat; ; cix words toa line, Sample 
copies, ten cents. 
NORTH DAKOTA, ° 
G RAND FORKS HERALD. Circ. May, '06, 7,59. 
ps Bi est Daily in North Dakota. Coste & 
axwell, 


ew York Representatives. 


Ome. 
OUNGSTOWN VinbIcaToR—Leading ‘‘Want” 
medium, lc. per word. Largest circulation. 
OKLAHOMA. 
if gee OKLAHOMAN. Okla. City, 12,661. Publishes 
more Wants than any four Okla.competitors. 
priate erestan 
OREGON, 


PORTLAND JOURNAL, Daily and Sun- 
day, leads in ‘Want ads.” as well asin 
circulation, in Portland and in Oregon. 


PENNSYLVANIA. 
THE Chester, Pa.. 11MES carries from two to 
five times more classified ads than any 
other paper. Greatest circulation. 


WHY DON’T YOU PUT IT IN 
THK PHILADELPHIA BULLETIN? 
Want. Ads. in THE BULLETIN bring 
prompt returns, because “in Phila- 

delphia near! everybody 


IN. 
Net paid average circulation for 


une, : 
220,699 copies per day. 
(See Roll of Honor column.) 





RNODE ISLAND.” 


‘HE EvENING BULLETIN—By far the largest cir- 
culation and the be:t Want medium in R. I. 


 ..” SOUTH CAROLINA. 
css News AND COURIEB: (QQ), Charleston, 
8.C. Great Southern Want ad medium; lc. 
a word; minimum rate, 26c, 
7 Columbia STATE @ ® carries more Want 
ads than any other 8. C. newspaper. 
BRITISH COLUMBIA. 
VY ictor COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 
est Want Ad medium on the Canadian Pacific 
‘toast. W, Clarence Fisher, 634 Temple Court 
Bidg., N. Y., Special Fastern Agent. 





CANADA. 
ye Halifax HERALD (90) and the Mait—Nova 
Scotia’s recognized Want ad medi 


A PRESSE, Montreal. Largest daily circula- 
tion in Canaoa witnout exception. (Daily 
95.825. Saturdays 113.892—sworn to.) Carries more 
wantaas than any French newspaper in the world 


T HE Daity TELKGRAPH, St. John, N. B., is the 

want ad 11edium of the maritime provinces. 
Largest circulation and most up to date paper of 
Eastern Canada. ant ads ove cent a word. 
Minimum charge 25 cents. 


‘Q.HE Montreal DaILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FiMILy H&RsLD AND 
WREKELY STAR carries more \\ ant advertisements 
than apy o\her weekly paper in Canada. 
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RE PRESS carries more 
vertisements than any other 
daily paper in Canada and more advertisements 
of this nutgre than are contained in all the other 
daily pa) ‘pOblished’ in Western” Canada 
large’ bese of aetean 2 eudng tan any 
© VO. ‘ene! advertisin, an 
other daily paper fi the Dominion. ¢ , 
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A CHALLENGE. 
Broad Exchange Building, 
New York, July 3, 1906. 
Editor of Printers’ INK: 

Comparatively**few private business 
concerns consider it wise to take the 
public into their confidence as to the 
volume of their business, but. when one 
does—as a prominent Chicago adver- 
tising agency has done recently—and 
intimates that no other agency has ever 
shown more than a third the number 
of accounts than it carries upon its 
books, it seems prpper that this erron- 
eous statement should not go unchal- 
lenged. In your issue of April 18, 
1906, you state that:the firm referred 
to “now. claims the distinction of being 
the largest general advertising agency 
in the United States’ and that “they 
claim leadership, not only in the gross 
amount of advertising dleoned through 
their organization, but also in the num- 
ber of individual accounts on_ their 
books, these numbering 685 in Febru- 
ary. It is said that no other agency 
has ever shown more than 200.” We 
believe that a number of agencies have 
as large a number of accounts as the 
one you mention, and with the view 
of enlightening advertisers, who pos- 
sibly are impressed by the volume ot 
business transacted by various agen- 
cies, others may see fit to give the 
number of accounts they handle. We 
certainly have no objection to doing 
so; and, at the same time, call your 
attention to the fact that this agency 
is the second oldest in the United 
States, having been established in 1872. 

At the present time we have 649 ac- 
tive accounts on our books and in 
addition 250 clients who favor us with 
their business occasionally—-that is, 
whenever they have any. Over 50 per 
cent of the active accounts have been 
handled for a period of ten years or 
longer, while a cons derable number ot 
corporations and concerns with world- 
wide reputations have entrusted their 
business to us for periods of more than 
twenty-five years. 

As to the volume of our business in 
dollars, we do not care to speak; at 
the same time, we may be pardoned 
for expressing surprise that the volume 
placed by our Chicago friends is not 
larger than they claim. 

Yours very truly, 
Aubert Frank & CoMPANy, 
By C. Armstrong, Treasurer. 
——__+or —_—. 


An attractive little monthly for 
soliciting advertising, called the Rural 
Home Plowshare, now does duty as a 
“chaser” and persuader for the Metro- 
politan and Rural Home, New York 
City, circulating among mail-order and 
general advertisers, 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


t@ Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months, in advance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
be put cown for one year each and a larger num- 
ber at the same rate. Five centsacopy. Three 
dollars a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
nimbers, if wanted in lots of 500 or more, but in 
ed —_ cases the charge will be five doliars a 

undred, 





ADVERTISING RATES : 

Advertisements 20 cents a line, pear! measure, 
15 lines to the inch ($3); 200 lines to the page ($40). 

_For specified position selected by the adver- 
tisers, if granted, double price .s demanded. 

On time contracts the lust copy is repeated 
when new copy fails to come to hava one week 
in advance of day of publication, 

Contracts by the mongh, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smailest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
week in advance. 


Cuar.es J. ZinGG, 
Editor and Manager. 
OFFICES: NO. ro SPRUCE ST. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


_NEW YORK, JULY 11 1506._ 














PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 





CompETITION is the mother of 
advertising. 





Tue Memphis Commercial-Ap- 
peal has purchased ground for a 
new building. 





Tue Tampa, Fla., Herald has 
installed a new Goss press and 
other equipment in its new build- 
ing, and has practically moved in, 


Tue old linen store of James 
McCutcheon & Co., established in 
New York over fifty years ago, 
is to occupy a new building to be 
erected at Fifth avenue and 34th 
street, leaving the present store 


in 23d street as soon as it is, 


ready, 


_ five years. 
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Tue Beers Advertising Agency, 
of New Haven, Conn., will move 
to Pittsfield, Mass. 





Tue American Tobacco Co. is 
extending its Star plug campaign 
into new territory. Contracts are 


now going out through the 
Hampton Advertising Co. to 
newspapers in the South and 
Southwest. 





Rurus H. Jackson, for thirteen 
years business manager of the 
Hartford Times, died at his home 
in that city very suddenly June 25, 
of heart neuralgia, aged forty- 
Mr. Jackson, who was 
unmarried, entered the service of 
the Times in 1883. 





THE O. J. Gude Company, of 
New York City, controlling the 
largest outdoor advertising plant 
in the metropolis, as well as bul- 
letins and boards in surrounding 
territory, has beer incorporated 
under the laws of New York 
State, capital $500,000. The di- 
rectors are Charles O, Maas, A. 
R. Kennedy and F, T, Fitz- 
gerald, Jr. 





AccorpDING to a recent Census 
bulletin a copy of a newspaper is 
turned gut each week-day in this 
country for each four persons, Or 
19,624,757. copies. On Sundays 
the number printed is 11,539,52I. 
The total amount charged for 
advertising in 1905 was $145,531,- 
811. The capital invested in 
printing and publishing is $384,- 
021,359. : 


“PUBLIC OPINION” QUITS. 


The magazine world continues 
to seethe during the hot months. 
It is now announced that Public 
Opinion, lately bought by Robert 
McClure, is to be merged with the 
Literary Digest, of which it has 
latterly been an echo, When the 
new Puanens Monthly is started 
the Critic will probably be ab- 
sorbed by it. Rumor says that a 
new magazine, scheduled to ap- 
pear in October, is backed by 
John Adams Thayer, lately with 
Everybody's, 
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Tue editorial and business staff 
of the New York Commercial 
gave a dinner to Edward Payson 
Call, that paper’s publisher, June 
30, to’ mark the second anniver- 
sary of his taking charge of the 
Commercial. 


Mr. E. E. PHILLIPS, who has 
represented McClure’s Magazine 


for the past five years, is now 
connected with the advertising 
department of the American 


Magazine, and will cover the New 
York State field. 


Mr. Oscar WARNER has accept- 
ed the position of general man- 
ager of the Decauville Automo- 
bile Co., 56th st. and Broadway, 
New York. Mr. Warner has 
been with the R. E, Dietz Com- 
pany, manufacturers of lanterns, 
for the past 15 years. 





Mr, Ropert CADE WILSON, who 
for the past ten years has been 
in charge of the advertising de- 
partment of the American Maga- 
gine (formerly Leslie’s Monthly), 
will continue as advertising man- 
ager under the new ownership 
of the Phillips saree Com- 


pany. 


A NEw ‘special agency, W. H. 
Benjamin & Co., has been opened 
in the Tribune Building, New 
York. Mr. Benjamin was form- 
erly advertising manager of the 
Press-Knickerbocker-Express, Al- 
bany, and represents that paper, 
together with the Post- — 
of Rochester. 


CHATTY RETAIL TALKS. 


“Talks by the Old Storekeeper” 
is a neat little volume published by 
the Merchants’ Helps Publishing 
Co., Delhi, N. Y. Frank Farring- 
ton, the author, has condensed in 
a series of brief talks a good deal 
of practical knowledge about re- 
tail methods and advertising, and 
the form adopted, of having an 
old storekeeper tell his experi- 
ences, makes entertaining reading 
of instructive matter. The vol- 
ume is sold direct by the publish- 
ers at a moderate price to mer- 
chants, 
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Mr, PiERcE UNDERWOOD has 
sold his special agency to I. M. 
Simpson and E. C. Howe. The 
office has been removed from 1313 
Hartford Bldg., Chicago, to the 
twelfth floor of the Hartford 
Building. 





Mr. Wixpur THAIN has joined 
the forces of the Underwood Ad- 
vertising Company, 1213 Hartford 
Building, Chicago, special agents 
for Appeal to Reason, Vost- 
master’s Advocate and The Etude. 
Mr. Thain was: formerly with A. 
E. Dunn, representing The Meth- 
odists, 

“INDIANA and Ohio Corn 
Lands” is a realty book for farm- 
ers, from O, Gandy & Co., bro- 
kers in farm properties, Churu- 
busco, Ind. A map of parts of 
Indiana, Ohio, I[llino.s and Mich- 
igan is given, then detailed de- 
scriptions of properties for sale in 
various localities. But the best 
part of this book is its straight- 
forward talk on differences in 
land through the several States 
named, so that a prospect coming 
from a distance will not be de- 
ceived in values, 


DEATH OF SHREDDED 
WHEAT INVENTOR. 


Henry D. Perky, inventor of 
Shredded Wheat products, died 
suddenly at his farm near Balti- 
more on June 29, aged sixty-three, 
his death being hastened by a fall 
a month previous, though he had 
long been ill. Mr. Perky first 
invented his famous food specialty 
as a cure for indigestion, from 
which he suffered personally, and 
was the inventor of over fifty 
other vegetarian foods, as well as 
a confirmed vegetarian. His first 
Shredded Wheat plant was at 
Worcester, Mass., where he sunk 
$250,000 in the Oread Institute of 
Domestic Sciences. Two years 
ago he disposed of h’s interests 
in the present company at Nia- 
gara Falls and moved to Balti- 
more to engage in philanthropic 
work, founding an institute for - 
instructing young men and wom- 
en in factory welfare work, 
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Witu1AmM S. Bruno, publisher 
of a monthly journal, the Price 
List, died June 30 at his home in 
New York City, after a lingering 
illness. He was a native of Ger- 
many, and _ entered publishing 
after experience in banking. 


“HIGHWATER MARK” circulation 
claims are generally a confession 
of a small average circulation. 
The statements wh’ch show copies 
printed day by day for a year 
past, a quarter, or a month past, 
are the statements in which the 
advertiser places confidence. 








Tue Post Card Dealer is a new 
monthly journal covering news of 
the post card, brought into such 
prominence the past few years. 
Published by Kelsey Burr Gould, 
who is also editor, it shows re- 
productions of late post card 
novelties, and _ gives stationers 
hints on displaying such stock and 
selling. The publication office is 
at 684 Broadway, New York. 





An American department store 
is to be opened in London, with 
advertising on the American plan. 
H. G. Selfridge, late with Mar- 
shall Field & Co., Chicago, and 
for a time owner of the Schles- 
inger & Mayer store, is one of 
the projectors, and the firm, re- 
cently capitalized at $5,000,000, is 
Selfridge & Waring. The estab- 
lishment will be in Oxford street. 





SAN FRANCISCO “CHRON- 
ICLE” HAS HOME 
AGAIN 


The San Francisco Chronicle is 
now installed in its permanent 
building, an annex of the old 
building which was under con- 
struction at the time of the fire, 
and has a perfectly equipped plant, 
comprising a monster sextuple 
Hoe press and double supplement 
press. The sextuple was boxed 
ready to ship to the Chronicle just 
before the disaster* The entire 
old building was not entirely de- 
stroyed, but damages compelled 
the Chronicle to issue papers un- 
der great difficulties at the plant 
of the Oakland Herald. 


An oddity of mail-order adver- 
vertising—at least, it seems to 
new—is _ the publication in. the 
Saturday Evening Post. of, small 
cards by houses that deyelop and 
print camera films for, amateurs. 
Two concernsthat..seek such 
work nationally are the Judge & 
Dolph Drug Co., St, Louis, and 
Cole & Co., Asbury Park, N. i, 
Part of the appeal is made in low 
prices for the service. 





BILLPOSTERS’ CONVEN- 
TION. 


The annual convention of the 
Associated Billposters and Dis- 
tributors of the United States and 
Canada will be held at the Audi- 
torium, Chicago, July 10-13. <A 
meeting of the association’s di- 
rectors to close the year’s busi- 
ness, preparatory to election, was 
held on July 9. This was the 
sixteenth annual meeting of the 
outdoor men. 


SHINES IN INDIANAPOLIS. 


Through error, in PRINTERS’ 
Ink for June 20, the Sun ‘was 
omitted in enumerating the daily 
papers of that city. The Sun. an 
afternoon paper without a Sun- 
day edition, has been published in 
Indianapolis for eighteen years 
without material change of man- 
agement or consolidation with 
other papers, and was the first 
one-cent newspaper in its State, 
it is said. F,-L. Purdy is pub- 
lisher, 











STREET CARS FIGHT SUB- 
STITUTION. 


To insure advertisers their 
rightful proportion of demand 
created by street-car advertising, 
there are now being carried in 
10,000 cars throughout the coun- 
try, controlled by the Street Rail- 
ways Advertising Co., New York, 
the following card in prominent 
red lettering: 

“T want what I want when I want 
it” is a new popular refrain. ‘This is 
just as good” is an old, old one. 
When you ask for anything advertised 
in this car, get it! We won’t accept 
advertisements of unreliable articles, 
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THEODORE ROOSEVELT’S “talk to 
his neighbors,” at Oyster Bay on July 
4th, reveals the true greatness of the 
man. It illustrates the difference ‘be- 
tween the tesponsible statesman and 
the irresponsible demagogues. 





One hundred advertising men 
of Springfield, Ill, and vicinity 
dined in Chicago recently, the 
guests of Chicago advertising 
men. The Springfield club is five 
months old, and includes all en- 
gaged in advertising in Southern 
Illinois. The officers are: Presi- 
dent, Nicholas Roberts;  vice- 
president, Frederick Macey; sec- 
retary, H, E. J. Knotts, 





RatpH H. SwHone, who for 
some time has been at the head of 
the manufacturing department of 
the Hampton Advertising Co., 
has resigned in order to become 
advertising manager of Saks & 
Company, of Washington, D. C. 
Mr. Shone has had _ considerable 
experience in the advertising busi- 
ness. He was formerly assistant 
advertising manager of Straw- 
bridge & Clothier, of Philadel- 
phia, where his work attracted 
considerable attention. 





MAGAZINE PUBLISHER 
KILLED. 





In a disastrous train wreck be- 
tween Plymouth and London, 
July 1, Louis Cassiet, publisher 
of Cassier’s Magazine and the 
Electrical Age, 7 West 29th street, 
New York, was killed. Mr. Cas- 
sier was forty-five years old, and 
leaves a widow. Cassier’s Maga- 
zine, devoted to engineering, was 
established 1891, and the Elec- 
trical Age, also monthly, in 1883. 
Mr, Cassier had worked hard for 
years, and when he went abroad 
recently for a few weeks’ business 
trip said that he hoped soon to be 
able to retire. He was a Bos- 
tonian by birth, and lived at 
Trumbull, Conn. J. Walter 
Thompson, the New York general 
agent, now in England, was his 
close friend, and has made ar- 
rangements for shipping the body 
to this country. Mr, Cassier left 
no children, 
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Tue Ben Leven Advertising 
Agency, Marquette Building, Chi- 
cago, is putting out a ten page ad 
in magazines for the Hoosac 
Tunnel & Mining Co. 


IN BOSTON. 


The leading story in this issue 
of PRINTERS’ INK is told by Mr. 
Frank W. Tuliy, who had prom- 
ised it to the editor for some time. 
The longer it took to get it the 
better it grew. It is a remarkably 
interesting story, notable for the 
painstaking care of a well con- 
ducted establishment to ascertain 
publicity results, causes and ef- 
fects. The Filene store of Boston 
is unique in this respect. No 
wonder the store grows and 
grows. Mr. Tully was known to 
assert not very long ago, that in 
Boston, the daily and Sunday 
Globe led all other newspapers 
as to ascertained, tangible results, 





COCKRAN’S RESOLUTION 
FAILS TO PASS THE 
HOUSE, 


MR. 


Washington, June 28.—The trial of 
Norman Hapgood, editor of Collier’s 
Weekly, on the charge of libel, which 
occupied public attention recently, was 
reviewed to-day inthe House by Rouse 
Cockran, of New York, who endeav- 
ored to get before the House his reso- 
lution calling on the Postmaster-Gen- 
eral for information as to whether 
Town Topics was permitted to circulate 
through the mails. Mr. Cockran_ in- 
sisted that the verdict of the jury fixed 
the standard of the paper. He said it 
was not the right of a department of 
the government to lend itself to its 
circulation, and he reasoned that its 
position was clearly disclosed in the 
verdict of the jury acquitting Hapgood, 
who had admitted on the stand that he 
had written the words alleged to be 
libelous. Mr. Overstreet, of Indiana, 
raised a point of order against the reso- 
lution, saying that it had never been 
the province of the government to pass 
on the character of newspapers except 
as they might infringe on the Lar 


order. He suggested that a bill 
introduced, Rein 
“There is no legislation necessary. 


We all know how this newspaper 
stands,” replied Mr, Cockran. | 

The Speaker sustained the point of 
order, although Mr. Cockran said he 
would gladly strike out the preamble 
if he could secure the information de- 
sired from the Postoffice Department. 
This, the Speaker said, was also out 
of order, and the resolution failed of 
passage.—New York Tribune, June 29, 
1906, 
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Tue Dake Advertising Agency, 
burned out at San Francisco, will 
erect a two-story building there 
for its own use. Temporary 
offices are now at 1004 Masonic 
avenue, San Francisco. 





AN excellent piece of realty 
literature is a booklet designed to 
sell moderate-price homes _ in 
Stewart Ridge, near Chicago, 
handled by A. J, Smith & Son, 
realty, 12,000 South Halsted 
street, that city. With the home 
appeal chiefly in mind, the writer 
of this booklet has made it turn 
almost entirely on houses, show- 
ing by half-tones and brief de- 
scriptions such details as bath- 
rooms, closets, pantries, construc- 
tion, etc. 


SPECIAL AGENCY IN ST. 
LOUIS 





The growing importance of St. 
Louis as an advertising center is 
denoted by the recent establish- 
ment in that city of a_ special 
agency for the Boston Globe, New 
York Sun, Chicago Journal, San 
Francisco Bulletin and Philadel- 
phia North American. These 
papers are represented by Guy S. 
Osborn, who has offices in Chi- 
cago too, where his list includes 
the St. Louis Globe-Democrat. 
Wm. E. Seip, Jr., takes charge of 
the St. Louis special agency, 
which is in the Globe-Democrat 
Building. 





APPROVES THE LITTLE SCHOOL- 
MASTER’S POSITION. 
009-310-311 Michigan Boulevard, 
sie Cemcnae, June 28, 1906. 

Editor of Printers’ INK: 

The inclosed clipping taken from to- 
day’s Chicago Record-Herald ~ was 
brought to the writer’s attention; and 
permit me to say that at the time the 
article was published by you in Print- 
ERS’ InK, referring to the Town Topics 
advertising, I was favorably impressed 
by your stand in this matter, and I 
feel satisfied that every individual that 
is interested in uplifting advertising to 
the plane that it deserves is with you 
in the stand you have taken in this 
matter. 

Let the good work go on, and if it 
does go on advertising will finally find 
the place that it has cut out for itself. 

Yours very truly, 
BInNER-WELLs Co., 
O. E. Binner, President. 


GERMAN MAGAZINES 
MERGED. 


The consolidation of Die 
Deutsche Hausfrau and the Mod- 
ernes Journal, both German 
monthly magazines for women, 
published at Milwaukee, is an- 
nounced by the Hausfrau Pub- 
lishing Co. The merger takes 
effect with the July number, and 
the new title will be Die Deutsche 
Hausfrau und Modeynes Journal. 
The last-named publication was 
established in October, 1905, while 
the Hausfrau, sometimes called 
“the German Ladies’ Home Jour- 
nal,” is in its third year. Every 
community where German readers 
are found has been covered, ac- 
cording to the publishers, and a 
minimum monthly edition of 
125,000 is now guaranteed, na- 
tional in distribution, with a rate 
of fifty cents a line. Louis Kle- 
bahn has charge of the magazine’s 
New York office, at 523 Temple 
Court. 


AD GOLF AT ATLANTIC 
CITY, 





In the tournament held by the 
American Golf Association of 
Advertising Interests at Atlantic 
City, June 25-29, sixty golfers 
competed, the highest honors be- 
ing won by a woman, Miss M. 
Eleanor . Freeman, daughter of 
Wm. C. Freeman, of the Hearst 
papers. The next tournament is 
to be held in Chicago in the sum- 
mer of 1907. The following 
officers were elected: 

President, James L. Stack, Chicago; vice- 
president, Erman J. Ridgway, New York; 
secretary-treasurer, C. H. Stoddard, Chicago. 
Board of governors—Elbert H. Baker, Cleve- 
land Plain Dealer; B. D. Butler, Clover Leaf 
Newspapers; L. T. Boyd, Milwaukee Journal; 
C. E. Davis, A. M. Rothschild & Co., Chi- 
cago; Walter E. Edge, secretary Country 
Club, Atlantic City; John C. Eastman, pub 
lisher Chicago Journal; George L. Fordyce 
Youngstown, O.; William C. Freeman, Hears: 
Sunday Magazine; Rudolph Kleyhbolte, New 
York; Frank Presbrey, New York; Erman J. 
Ridgway, New York; James L. Stack, Chi. 
cago; C. H. Stoddard, Chicago; Walte 
Smedley, Philadelphia; F, E. Sands. Meriden 
(Conn.) Daily Journal; Leonard Lufts, owner 


“Pinehurst;” Clarence C. Vernam, Ainslee 
N. Y.; R. R. Whitman, Chicago. 


WHAT 


IS AN ADVERTISING 
AGENT? 

A man that works for his client 
instead of working him. 




















THE first annual picnic of the 
employees of the Manitoba Free 
Press, was held at Elm Park, 
Winnipeg, June 23. A list of 
events shows that the day was 
given up to amateur races, a baby- 
show, a base-ball game in sacks, 
a football game, tug-of-war and 
quoit match. 





Abert E, KueHNE, long man- 
ager of the Philadelphia German 
Daily Gazette, has been arrested 
on the charge of embezzlement 
from that paper, its publishers 
charging that he has taken $13,000 
while in a position of trust. The 
accused man is sixty-eight years 
old, and was business manager 
under the German Gazette's 
founder, Carl Frederick Mayer, 
who died six years ago. Under 
the administration of the found- 
er’s sons and widow he was con- 
tinued in the office. 





PROSPERITY SHOULD BE 
MADE KNOWN. 


A raise in wages for nearly 
25,000 cotton-mill operatives is 
announced, benefiting the cities of 
Woonsocket, R. I. and Fall 
River, Taunton, New Bedford 
and other places in Massachusetts. 

From Oregon City, Ore., comes 
news of an increase in wages of 
pulp-mill workers that distributes 
$45,000 a year more money in a 
town of 5,000 people. 

The Seattle Post-/ntelligencer 
chronicles the first shipment of 
gold from Alaska this season, 
$2,000,000, and says that the re- 
ceipts will probably aggregate 
$26,000,000 for the season. ; 

These are items of information 
of the. most direct interest to 
general advertisers, for they con- 
vey positive proof of increased 
purchasing power. Such items 
should never fail to see the light 
in some form, and the newspaper 
publisher who does not publish 
latest details of his town’s pros- 
perity in Printers’ INK of 
through literature, getting it to 
the advertising public in some 
way, is not living up to the pro- 
gressiveness and good fortune of 
his own community. 
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WORDS. 


A handy tool for the writer who 
worries about the absolute purity 
of his language is found in “A 
Desk-Book of Errors in English,” 
compiled by Frank H. Vizetelly, 
and published by Funk & Wag- 
nalls, New York. The volume is 
compact, and all the black beasts 
and poor relat.ons of speech and 
writings have been grouped alpha- 
betically, each with its criminal 
record. Each also has its anti- 
dote. Slang words are included, 
and the book is written in para- 
graph form that makes it more 
or less interesting to read—for 
those who like-to keep in touch 
with the political movements in 
word usage. 








The New York Supreme Court 
is asked to enjoin A. A. Vantine 
& Co., the New York joint stock 
company which conducts an Ori- 
ental store, from the use of the 
name Vantine in connection with 
the sale of Oriental wares. In 
1882 Ashley A. Vantine retired 
from partnership in the firm, ex- 
cept so far as related to the 
Turkish rugs and carpets, which 
were his hobby. Irving E. Ray- 
mond, now president of the cor- 
poration, and Henry K. Bull, Jr., 
continued to carry on the other 
business of the firm, Five years 
later Mr. Vantine entered into an 
agreement by which he consented 
to the use of hig name for fifteen 
years. That agreement expired, 
according to the executors, on 
December 9, 1902, and all right in 
the name A, A. Vantine in con. 
nection with the Oriental import. 
ing business reverted to the heir: 
of Ashley A. Vantine. The de. 
fendants, however, have continue¢ 
to use the name, asserting thas 
the corporation acquired title tu 
it in 1894 and that Mr. Vantine’s 
heirs lost all right in the name at 
his death. The executors esti- 
mate the value of the name at 
$50,000, or at least $5,000 a year, 
to the corporation. The heirs of 
Mr. Vantine were his wife, 
Harriet, who is dead, and his 
two daughters. 















































= ABS SE RAE ig AME CA 





30 PRINTERS’ INK, 


ONE WAY 1TO_ USE 
ROWELL’S DIREC- 
TORY, 


The advertising manager of a 
large clothing house in an East- 
ern city, a man who receives many 
visits in the course of a year from 
retail merchants hailing from 
every part of the country, says 
that Rowell’s American Newspa- 
per Directory is always in reach 
at his office. Apart from valuable 
information it yields in making 
up lists of mediums, he utilizes 
the book as a gazetteer. When 
informed that a merchant is to 
call upon him, he looks up his 
visitor’s home town, notes its 
position, population, distance from 
the next largest town, industries, 
etc., and also its ‘newspapers. 
When his visitor comes in the 
advertising man is prepared to 
discuss the local papers intelli- 
gently, and his knowledge of the 
retailer's Own community gives 
an immediate basis of confidence 
and good fellowship. 








Peruaps there is no more diffi- 
cult problem in the world of busi- 
ness than to arrive at a fair judg- 
ment of the advertising value of 
space in a newspaper. It is as 
intangible as is the something that 
lifts a great picture above the 
level of a mere painting. The 
canvas of each may be alike, the 
colors from the same tubes, laid 
on by the same brushes, yet the 
result may have a market value 
of $100,000 a square foot as a 
Meissonier or $5 a square yard 
es hack work. Circulation is 
often the only claim to an adver- 
tiser’s attention that a newspaper 
presents. But circulation alone 
is far from being the all in all. 
There must be circulation or 
there can be no advertising value. 
The more circulation there is the 
better for the advertiser—if the 
right people are reached by it in 
the right way. And there the 
problem appears. Who reads the 
newspaper jis vastly more import- 
ant to the advertiser in its col- 
umns than how many read it.— 


N. Y. Herald. 


AFTer fortyeone years of ser- 
vice as editor of the Nation, New 
York, Wendell Phillips Garrison 
retired June 26, and is succeeded 
by Hammond Lamont, formerly 
of the faculty at Harvard and 
Brown, and for the past six years - 
managing editor of the Evening 
Post. With him will be associ- 
ated Paul Elmer More, literary 
editor of the Evening Post. 


ANOTHER BOOK ON AD- 
VERTISING, 


From Buffalo comes a cloth- 
bound volume entitled “Practical 
Publicity,” written by Truman A. 
DeWeese, advertising manager of 
the Shredded Wheat products, It 
is dedicated to “the producers of 
the world,” and the author, in 
his preface, states that his work 
is not intended to be a primer 
of advertising, nor an elementary 
treatise on the “profession of pub. 
licity,” nor a history of advertis- 
ing, nor a brief for publisher or 
agency, nor a work on psychol- 
ogy, nor any other of the half- 
dozen kinds of books on advertis. 
ing known to man. Then, having 
led his reader to expect a wholly 
new kind of book because, as he 
modestly states in his preface, it 
has been written “by a man who 
has had wide experience in writ- 
ing ‘copy,’ originating designs and 
planning advertising campaigns, 
who has expended a quarter of a 
million dollars yearly,” etc., he 
proceeds to deliver rather a trite 
and rambling account of adver- 
tising theory and practice. There 
are chapters on advertising for 
retailers, banks, railways,  etc., 
with none but the most amateur- 
ish sort of suggestions in each. 
Mr, DeWeese seems to be entirely 
sincere in his belief that he knows 
something about each field touch- 
ed on, but his book gives the im- 
pression that he has written out a 
resumé of most of the things he 
has read about advertising. It is 
difficult to see any practical pur- 
pose for it, or to recommend it 
to anyone either for entertain- 
ment or instruction. The pub- 
lishers are the Matthews-North- 
rup Works, Buffalo, 




















F, J. CAMPBELL, who has been 
in charge of the advertising ot 
the Pontiac Daily Press for the 
past three years, has resigned that 
position and goes with the Aero- 
car Company of Detroit, where he 
will look after the publicity in- 
terests of that aggressive auto- 
mobile concern. 


More Business is the name of 
a small monthly magazine pub- 
lished in the interests of the H. 
Sumner Sternberg Advertising 
Service, 33 Union Square, New 
York. It goes to clients and 
prospects in the men’s clothing 
and furnishing trades, in which 
this agency has a number of ac- 
counts, 

Ir Herbert “Spencer were alive 
at this time he would point out, 
as he pointed out before, that the 
discovery of evils is the first step 
in the direction of remedying 
them, and that the main thing is 
for people not to be indifferent to 
such public questions. Those who 
talk about “American business 
morality” would do well to turn 
to the essays in which he de- 
nounced the flagrant trade im- 
morality of his own, country. It 
is a pity that the sensational so- 
ciologists of the day don’t imitate 
him in striving to see all around 
the subjects that they deal with. 
—N. Y. Sun, June 26, 1906. 





AMATEUR MAIL ORDER 
DEALE 


The Association of American 
Mail Order Men is an organiza- 
tion of about 200 dealers in novel- 
ties who advertise to some extent 
in mail-order publications, dis- 
tribute printed matter and carry 
on a small business as an adjunct 
to some regular occupation. A 
monthly bulletin is issued from 
440 West 125th street, New York. 
The officers are: 

President—J. B. G. McElroy, 515 
Pearl street, New York; first vice-presi- 
dent—E. S. Jones, 6 Green’ Lane, Wor- 
cester, Mass.; second vice- -president—J. 
112. Lawrence street, New 
secretary—R. W. Lindsay, 929 
New York; treas- 

3 Henry street, 


S. Wetzel, 
York; 
Courtlandt avenue, 
urer—M. 
Brooklyn, N. 


Dolsen, 
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FRAUD ORDERS. 


Our Washington correspondent in re- 
cently synopsizing the Crumpacker bill 
to limit the power of the Postothce De- 
partment in issuing “fraud orders,’’ so 
called, noted that the sentiment of 
Congress in favor of providing a ju- 
d.cial review of the edicts under which 
the use of the mails is denied is 
steadily growing. Mr. Crumpacker’s 
proposal is to make the issuing of a 
fraud order dependent on the approval 
of a court. he Postmaster-General 
must give notice of intention to cut off 
the privilege of the mails, and the 
party affected has fifteen days within 
which to go into court to prove, if he 
can, his right: to continued postal facil- 
ities. Mr. Crumpacker, in the docu- 
ment accompanying his bill, which has 
been favorably reported to the House, 
severely criticises the methods now in 
practice as compelling the citizen to 
prove his innocence of fraud without 
affording him an opportunity to see 
the evidence against him. This _evi- 
dence is confidential and has _ been 
brought together by postoffice inspec- 
tors, and inspectors are apt to consider 
success as a duty and conviction as 
success, Moreover, it is an act of 
grace in the Postmaster-General to ac- 
cord a hearing. It is a privilege grant- 
ed; not a right recognized. At present 
the only remedy within the reach of 
the citizen who feels himself aggrieved 
is to go into court and seek an in- 
junction against the enforcement, not 
the issuance, of “a fraud order.” Usu- 
ally the quest is fruitless as the burden 
of judicial decisions is that the use 
of the mails is nog a vested or property 
right. The power the Postmaster-Gen- 
eral now has in the matter may be 
lodged in safe hands, but a successor 
might be moved by a spirit of inquisi- 
torial autocracy that would lead to the 
gravest public inconvenience. It must 
be remembered, too, that the denial of 
the privilege of the mails extends to 
all- the correspondence of the party 
affected, and that letters having no re- 
lation to the business charged with 
being fraudulent come under the inter- 
diction. The man against whom a 
fraud order is issued is, as Mr. Crum- 
packer in effect says, isolated from his 
kind, so far as the Postoffice Depart- 
ment can accomplish his isolation.— 
Boston Transcript. 





Every publication 
worthy of standing in the 
eyes of general adver- 
tisers, should advertise 
what it has for sale— 
space; and for the same 
reason as it expects the 
advertiser to advertise his 


goods. 
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“More Dollars for the Mail- 
Order Man” is a booklet from 
Ernest F, Gardner, editor of the 
Western Monthly, Kansas City. 
In brief form it presents instances 
of mail-order success in various 
lines, with a view to interesting 
the reader in Mr. Gardner’s ser- 
vices as a mail-order agent, 





GOOD. WORK, 


The Minnesota & International 
Railway doesn’t run everywhere, 
be.ng confined at present to a sec- 
tion of upper Minnesota between 
Red and Mille Lakes. But it does 
run through the wilderness, and 
in advertising for tourist business 
has lately issued a commendable 
booklet with the wilderness flavor, 
This volume is entitled “Pe-e- 
shag-may-gwa-ock,” an Otchipwe 
phrase for “Come to the wilder- 
ness.” Then follows an Indian 
legend, taken from these same 
people, and after that a chapter 
describing the Minnesota & In- 
ternational country. W. H. Gem- 
mell, of St. Paul, is general man- 
ager of the road, 








A CONSOLIDATION OF RE- 
LIGIOUS PAPERS. 


A correspondent writes: 

The announcement of the purchase 
of the Union Gospel News, of Cleve- 
land, by the Ram’s Horn Company, of 
Chicago, marks another advance * step 
in the development of the Ram’s Horn, 
The history of this aggressive and 
somewhat unique publication has com- 
manded_ considerable interest during 
the past ten or twelve years. The 
significant fact is that it has been 
established and built up into a paper 
that is a real force in national affairs 
with a circulation that has averaged 
considerably more than one hundred 
thousand copies weekly, and this has 
been done during a time when other 
papers of its class are supposed to have 
experienced more than usual difficulty 
in ma‘ntaining their lists, The Ram’s 
Horn is avowedly and aggressively re- 
ligious. The fact, however, that it is 
strictly independent and unsectarian has 
doubtless given it a decided advantage, 
for sectarian lines have been drawn 
less str'ctly than in any previous peri- 
od. The use by the Ram’s Hern also 
of the spicv, pointed epigram, has sep- 
arated it from thé ordinary religious 
paper which still deals very often in 
heavy articlés and long sermons. The 
thing that has made the Ram’s Horn 
the most distinct of all is its picture 
and cartoon work, in which it has been 
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decidedly the leader in its class. In 
fact, in respect to its cartoons, it has 
no competitor, There is no _ reason 
why the pen of satire should not be 
successfully used in warfare against 
infidelity, immorality, intemperance 
and kindred evils, The Ram’s Horn has 
demonstrated that this can be done, 
and yet in a style that is not offensive 
to refined taste. 

It is significant 
Horn’s constituency 
largely of the intelligent, aggressive, 
up-to-date, independent classes. They 
may be radically in earnest, but they 
are not bigots nor fanatics. The paper 
has always avoided being identified 
as the organ of any cult or class. 


that the Ram’s 
is made up _ so 


-It fights for temperance, but it is not 


a Prohfbition organ. It is religiously 
evangelical, but it does not represent 
the pietistic or cantist people who 
think that Heaven is a very small place 
and that there will not be room for 
many besides themselves, 

The acquisition, by the Ram’s Horn 
of the Union Gospel News property 
will make a combined list that will put 
the paper in a place of even greater 
prestige than it has held hitherto, since 
it will now have not more than one 
rival to dispute its place as the largest 
proposition in religious journalism, 

Rowell’s_ American Newspaper 
Directory for 1906 fixes the cir- 
culation of the Ram’s Horn for 
the year 1905 at yA, which means 
over 75,000 copies printed as ap 
average issue during the year. 
The Union Gospel News has a 
rating in Arabic figures in the 
1906 issue of Rowell’s Directory. 
It is credited with a weekly actual 
average of 71,496 copies printed 
during the year 1905. 


WILLIAMSPORT “SUN” TO 
BUI 





A building site at the corner 
of West Fourth and Hepburn 
streets, Williamsport, Pa., has 
been purchased by the Sun, that 
city, and the property will event- 
ually be occupied with a building 
for the paper, though plans have 
not yet been made. ~The site is 
said to be on the highest plot of 
ground in the city, and is close 
to the postoffice and all railroad 
stations. The Sun & Banner 
Publishing Co., which bought the 
Sun from James W. Sweely, two 
years ago, is headed by John G. 
Hammer, president, and George 
E. Graff, secretary and treasurer. 
On July 2 the paper issued a large 
special supplement commemorat- 
ing Williamsport’s centennial. 
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WOMAN IN ADVERTISING. 


HOW MRS. M, M. KING, OF BROOK. 
LYN, BECAME NuT MERELY A 
WRITER OF ADVERTISEMENTS, -BUT 
A  FULL-FLEDGED ADVERTISING 
AGENT. 


On the glass panel of a door 
in the Mechanics’ Bank Building, 
215 Montague street, Brooklyn, 1s 
a sign reading: M, M, King, Ad- 
vertising Agent for all Newspa- 
pers. Inside the office a pleasant- 
faced woman sits at a_ desk, 
surrounded by newspaper files, 
and if the visitor inquires: 
Is this Mr. King’s office? she 
says: Yes, adding before one can 
inquire when he will be back that 
she, herself, is ‘‘Mr.” King, 

As a contribution to the history 
of Woman in Advertising it may 
be said that Mrs, King is not the 
first woman to become an adver- 
tising agent. So far as the re- 
porter was able to learn the first 
woman advertising agent was the 
late Mrs, M. C. Weil, who for 
many years had an office in the 
old Times building, New York. 
Mrs. Weil built up a profitable 
business, and was recognized as an 
advertising agent not only by the 
New York and Brooklyn papers 
but by the Association of Ameri- 
can Newspaper Publishers as well. 
The business founded by Mrs. 
Weil is still conducted by the 
friend to whom she bequeathed it 
—Mrs. R. A. Craig, whose offices 
are in the Potter Building. 

Mrs. King is not a disciple of 
Mrs. Weil, nor of Mrs. Craig. 
She became an advertising agent, 
she says, through force of cir- 
cumstances, not even knowing at 
the time that any ,other woman 
had achieved success in that field. 

“Before my marriage,” said 
Mrs. King to a reporter of PRINT- 
ERS’ INK, “I was a_ telegraph 
operator, and after my husband’s 
death, being obliged to earn my 
living, I naturally went back to 

_the work with which I was famil- 
iar. I secured employment with the 
Mutual District Telegraph Com- 
pany and was assigned to an office 
on Court street. Brooklyn. The 
Brooklyn agent of the New York 
Herald shared a part of our office, 


_that 
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and when he was out I sometimes 
received advertisements that were 
brought in, classified advertise- 
ments principally, but occasionally 
display ads as well. I had no 
knowledge of the advertising 
business at that time and no idea 
of embarking in it on my own 
account. Little by little, however, 
1 became familiar with the details 
of the business, and when people 
began to leave with me adver- 
tisements for papers other than 
the Herald it occurred to me 
.if business came to me 
without the asking I could 
probably secure a good deal 
more if I made an effort to get 
it. About the same time, too, | 
became acquainted with PriNnT- 
ERS’ INK, and from the Little 
Schoolmaster I gained a knowl- 
edge of what a big field is em- 
braced in the world of advertis- 
ing. [hen I determined to see 
if I could not obtain some clients 
of my own with a view to making 
some money “on the side,” as the 
saying is, for I wasn’t ready as 
yet to give up a steady job for 
an uncertainty. It wasn’t long, 
however, before I found that 
there was more money in adver- 
tising than in my _ telegraphic 
work and three years ago I open- 
ed this office and became a full- 
fledged advertising agent.” 

“Did you have any difficulty in 
securing recognition from the 
New York and Brooklyn papers?” 

“No, the papers have treated 
me very well. In the beginning 
some question as to my financial 
responsibility was raised but I 
answered that by sending a check 
with the order and no further ob- 
jection to allowing me a commis- 
sion was made. I am recognized 
as an agent now by all the New 
York and Brooklyn papers, and by 
some out-of-town papers as well. 
No paper has ever lost a penny 
through me, though in one or two 
cases I have had to pay the bills 
out of my own pocket. That is 
an experience that every beginner 
has to undergo, I suppose, but_ 
after being stuck once or twice 
one becomes more careful as to 
the kind of accounts one accepts.” 

Questioned concerning her 
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opinion of the opportunities that 
exist for women im the advertis- 
ing field Mrs. King said: _ 

“My own success naturally 
makes me believe that the adver- 
tising field is a very good one for 
women, No, I don’t believe that 
the fact one is a woman either 
helps or hinders one in this busi- 
ness. ~Business men don't care 
anything about that; they want to 
know what you can do to help 
them in their business. If you 
can relieve them of the work of 
_preparing copy, revising proof, 
checking insertions, etc., they 
don’t care whether you are a man 
or a woman. Many of my clients 
entered into correspondence with 
me under the impression that L| 
was a man and when they come 
in here to see me they ask for 
“Mr, King.” When I tell them 
that I am Mr. King it makes no 
difference. The question of sex 
cuts no figure in the business 
world. I think it is a mistake for 
a business woman to expect 
favors because she is a woman; 
and whether she expects them or 
not,” added Mrs. King with a 
smile, “she won't get them.” 

“Suppose you and_ another 
agent, a man, were after the same 
client,” asked the reporter, “don't 
you think that the fact that you 
are a woman would help you se- 
cure the business?” 

“No, I don’t,” said Mrs. King. 
“T think the man whose business 
we were after would ask each ot 
us what we could do for him and 
would give the contract to the one 
that could serve him best, and so 
far as I am concerned I wouldn't 
expect to get his account unless 
I could serve him as well or better 
than the other agent, If there 
was any truth in the supposition 
that a woman is favored in busi- 
ness because of her sex it would 
be natural to expect the other 
agent, the man, to stand aside and 
let the woman get the business, 
wouldn’t it? Well, they don’t, 
and frankly I don’t see why they 
should. They have their living 
to make, just as I have, and possi- 
bly a wife to support as well. 
Why should a man favor me to 
the detriment of another woman 








PRINTERS’ INK. 


—his wife? My experience ‘Has 
been that any woman who em- 
barks on a business career with 
the idea that the maxim ‘of the 
social world, “Ladies first,”’ is 
observed in the business world 
as well will learn that she is 
mightily mistaken,” 

Regarding the services rendered 
her ciients, Mrs. King said that 
in many cases she prepares, her- 
self, all the advertisements put 
out, drawing frequently on Print- 
TERS’ INK for ideas. She has 
built up a profitable business in 
classified advertising and has a 
number of customers as well who 
use ads of 100 lines each and 
upwards. She makes a specialty 
of real estate advertising, num- 
bering among her clients the 
McLaughlin Real Estate Com- 
pany, Pierce Keefe, Henry Ward, 
Lohman & Co., Fred M. Smith 
Realty Co., Henchel & Co., Bosca 
Realty Co. and the Bankers’ Land 
and Mortgage Company—all of 
Brooklyn, : 
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THE POSTAL DEFICIT AND SECOND- 
CLASS MATTER, 


An organization of business men, connected, 
I believe, with certain boards of trade, has 
been working severa! years for one-cent 
postage, and are still at it, judging from litera- 
ture now being circulated in its behalf. 

It seems its purpose 1s to have only two 
kinds of mail matter—sealed letters and postal 
cards in one class, andin the other, newspa- 
pers, other printed matter and merchandise. 

he principal aim. seems to be to make letters 
and all other things but newspapers pay one- 
half what they now pay, and to require news- 
papers to pay eight times as much, 

The wise doctors, who seek to cure postal 
inequalities in this curious manner, of course, 
do not give the slightest credit to the news- 
papers for creating first-class mail through 
correspondence between the men who advertise 
and those who answer advertisements; the 
appear not to recognize the truth that knowl- 
edge gained by the people, from a universal 
reading of the public press, is a large factor in 
forming the letter-writing habit; they seem not 
to know that the ignorant do not write letters nor 
transact important business; nor are they aware 
that publishers of widely circulated newspapers 
spend almost as much for postage for first and 
third-class matter in the conduct of their busi- 
ness, as upon second. They may know these 
things, but they choose to ignore them. 

They want to be able to mail their own let- 
ters at a-cent-apiece; and to bolster up their 
cause, they make the following statement in 
their circular: ‘‘ During the year 1904, there 
was of second-class matter 610,000,000 pounds, 
costing to mail 16% cents per pound, a total of 
$101 ,626,000; receipts from second-class matter 
being only $5,697,198; showing a loss to the 
Government from publishers’ ‘subsidy’ of 
$95,928,802."” Why didnot they make it $950,- 
000,000 and be done with it? Such a declara- 
tion would have been a little further from the 
truth, but it would be more picturesque and 
quite as convincing. 

This warped statement, it is said, is not 
original with them, but is taken from the Post- 
office Department’s reports. Perhaps it was, 
but if anybody believes it, he must be amaz- 
ingly credulous. Some such statement as this 
is, I know, a standing joke of the Department, 
originated several years ago by some novice at 
the head of postal affairs, but it has about had 
its day. It does no credit, at this late hour, for 
any postal reformers to try to revive it. They 
have got to tell the truth, or go out of the 
postal reform business. E 

Much is said by the good people, who wish 
to charge every postal sin:on newspaper pub- 
lishers, about the postal deficit. Now, is there 
such a thing as a postal deficit? Let us see 
about this. On ril oth, when the post- 
office appropriation bill was before Congress, 
the Hon, David J. Foster said, in a speech in 
the House, that there is no real deficit. He said: 

‘Because of the existing system of book- 
keeping, the Post-Office Departmentis made to 
carry the burden that naturally and properly 
belongs to the other executive departments. 
Under the franking privilege, the Post-Office 
Department is compelled to pay the expense 
of carrying the free mail matter sent out by the 
Agricultural Department, the Treasury De- 

artment, tbe Department of the Interior, the 
Departensit of War, the Department of the 
Navy, the Department of State, the De- 
partment of Commerce and Labor, and 
the Department of Justice. The franking 
— e is also exercised by the legis- 

ative department, and the whole expense 


is piled upon the Post-Office Department, and 
ow it is made to appear that there is a 
cit, 
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“In 1899, when there was a general weighing 
of the mail all over the country, pains were 
taken to weigh the mail which came from these 
various Government departments. Now, figur- 
ing out the cost of carrying the mail for these 
departments for the year 1906 upon this basis, 
we find that it cost the Post-Office far more 
than $9,000,000, It is safe to say that it cost 
the Post-Office Department annually not less 
than $20,000,000 to — and distribute the 
mails sent out free by the legislative and execu- 
tive departments of the Government. 

“But I will be entirely conservative and say 
that the expense of carrying all the franked 
matter, including that of the Post-Office 
Department itself, amounts to $20,000,000, and 
then allow $5,000,000 for the expense of carry- 
ing the franked matter of the Post-Office 
Department alone, and there are $15,000,000 
now charged to the Post-Office Department 
which in no way belongs to it, and which 
should be charged up to the other departments 
of the Government. 

“The more one investigates this question, 
the more theconclusionis forced upon him that 
the Post-Office Department is carrying a burden 
of nearly, if not quite, $15,000,000, which 
belongs wholly to the other departments. So, 
Mr. Chairman, it is perfectly apparent that in- 
stead of a deficit in the revenues of the Post- 
Office Department for the last fiscal year of 
$14,600,000, there was absolutely no deficit 
whatever, 

“The Post-Office Department is, in point 
of fact, self-supporting, and that with a correct 
system of book-keeping it would 
shown to be self-supporting, and absolutely 
the only self-supporting department of the 
Government. The Post-Office Department of 
the Government is the only department of the 
Government which does not. cost the 
Government one single cent.” 

I simply quote from the honorable member’s 
speech, ing no responsibility for the cor- 
rectness of the statement, but I have never 
heard that it has been questioned. Now, let 
us take the Agricultural Department and con- 
sider the vast amount of free mail matter sent 
out by the different bureaus. There ‘is the 
Weather Bureau, the Bureau of Chemistry, of 
Plant Industry, of Animal Industry, of 





Entomology, of Forestry, etc., all busy 
the year round patronizing Uncle 
Sam’s_ postage facilities, and not pay- 


ing anything for them. Not only is mail sent 
out postage free from these departments, but 
envelopes are enclosed to be returned in cor- 
resp free of postage, and this not only 
from the Agricultural Department, but from 
all other departments. 

Consider the hundreds of tons of agricultural 
literature sent out by the Hon. James Wilson 
and his assistants in the course of a year, to 
say nothing of plants and seeds, Not onlyare 
farm bulletins sent out postage free from 
Washington, but there are forty-five State ex- 
periment stations throughout the country, each 
of which is firing off bulletins at the farmers, 
all passing free through the mails. 

hese bulletins teach just what the farm pa- 
persteach, They are very valuable and im- 
portant and ought to §° out freely into every 
corner of the land, into eve rural 
home. However, were it not for the farm 
papers, calling attention to them, few 
would ever reach the destination, or 
produce the effect, intended. The facts con- 
tained therein are copied by the papers, and 
thus made effective in fulfilling their useful 
mission. Do you realize that during the last 
fiscal year there were prepared by the Agricul- 
tural Department at Washington, and at the 
different experiment stations, 648 different bul- 
letins, including documents, articles, reports 
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and Year Book, all of which were mailed free 
of postage, and for which the Post-Office De- 
partment o no credit when reckoning up its 
profit and loss? The Year Book alone, if paid 
at book rates, would cost twenty-eight cents 
per copy. A — farm paper goes out 52 
times a year; a monthly, 12 timesa year; these 
bulletins and other documents go forth on an 
average of 2 every working day. 

Congress thinks well enough of this sort of 
literature not only to originate it and print it at 
great expense, but to deliverit free of postage 
toany one who asks for it, and the farm press is 
constantly urging farmers to have it sent them, 
though it comes in direct competition with them. 

he Government is competing with private 
enterprise in this matter every day in the year. 
No finer example of magnanimity and public 
spirit is displayed anywhere than in theattitude 
of the farm press towards Government farm 
bulletins. 

Few publishers complain that it is unjust for 
the Government to thus enter their field and 
supply farmers with literature advantageous to 
their calling, sent postage free, in rivalry with 
their own business, but they aid the Govern- 
mentall they can to spread the knowledge con- 
tained in the bulletins far and wide over. the 
country. 

bas do not even object to the requirement 
that they themselves pay postage while the 
bulletins go free, but they do object to the 
charge so persistently made that the postal de- 
ficit is due to the liberality shown them in 
postal privileges. They do object that these 
privileges are called ‘‘subsidies,” and that they 
are constantly charged, by high Government 
officials, with abusing their privileges, and riot- 
ing on the bounty of the Government. They 
are tired of being used as a stalking horse to 
cover the sins of others, and to have the finger 
of scorn pointed at them from year’s end to 
year’send. They are weary and want a little 
rest, 

Another thing, in the year 1899, there was 
a weighing of all mail matter, in order to deter- 
mine the rate of pay for railroad transportation. 
This weighing lasted about a month, and ac- 
cording tothe Hon. James T. Lloyd, in his 
speech in Congress on April 11th, the result 
was that it was found that more than half of the 
mail matter consisted of equipment; that is, 
mail bags, cord fasteners, locks and keys, and 
such things, and also that only 40 per cent of 
mail matter paid any postage atall. It is not 
I whoam saying this, for I take it from Mr. 
Lloyd’s speech which was not answered at the 
time, norsince that Iknowof. Mr. Lloydalso 
said that there were then in service 1,600,000 
mail sacks and pouches, and if these were 
distributed each day, and all of them were used, 
and the same amount placed in each, there 
would be less than two pounds of mail in 
each. This statement seems incredible, but if 
measurably true, it shows a strange condition 
of affairs. 

Now then, of the 610,000,000 pounds 
of mail matter referred to in the cir- 
cular of one-cent letter postage advo- 
cates, something like half was equip- 
ment of some kind, and so there could 
not have been the enormous amount of 
second-class matter that would create 
a loss to the Government of $95,000,000 
in one year; oh, no. Part of that 
deficit must have come from the rail- 
road charge for the carrying of empties, 
and empties would have been carried, 
at least weighed, and charged for, if 
there were only letters to go. I have 
never yet heard any postal reformer 
say that newspaper publishers were re- 
sponsible in any way for empties, They 
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have been blamed for full bags, but 
for empties, never. 

Let us examine a little closer the 
oft repeated charge that publishers are 
enjoying an annual Government “sub- 
sidy”’ of $95,000,000. Previous to and 
during the Civil War, and for a full 
decade thereafter, a subscriber paid 
postage on his newspapers to the post- 
master, then, beginning about 1875, the 
publisher paid the postage and charged 
it in his bill to his subscriber, making 
a separate item of it; and a few years 
later, publishers generally assumed - 
the payment of postage. In September, 
1878, Orange Judd, the great pioneer 
in farm journalism, made this an- 
nouncement: “Beginning with January, 
the publishers of the American Agri- 
culturist (then a monthly) propose 
hereafter to assume the entire expense 
of prepaying postage, amounting to 
Over $10,000 a year.” 

The Scientific American was $3.20 a 

year, the 20 cents being for postage; 
in 1886, the publishers assumed the 
responsibility of postage and furnished 
the paper at $3 a year, postage paid. 
_ Where, then, is the Government “‘sub- 
sidy,” if not in the pockets of the 
people who read the, papers, which in- 
cludes about everybody? 

Inasmuch as the postage used to be 
four times the present rate, and pub- 
lishers’ so-called “subsidy” is put down 
at $95,000,000 a year, it is evident 
that subscribers, that is, the people 
themselves, are enjoying a “subsidy” of 
four times $95,000,000, or $380,000,000 
a year, of which publishers are paying 
one quarter. That is, if it be true 
that publishers are really being subsi- 
dized to the extent of $95,000,000 a 
year. 

In other words, there is no “subsidy” 
at all, as claimed by the foolish, but 
simply that the lawmakers of the great- 
est Government on earth, have been 
wise enough to see to it, that the peo- 
ple shall have periodical literature with. 
in easy reach, and with as little ex- 
pense as possible. Publishers are aid- 
ing the Government by annually paying 
several million dollars of the (so- 
called) subsidy. 

I do not have to get my ear very 
close to the ground to hear someone 
whisper that it is the advertisers that 
really pay the postage; that in the last 
analysis it comes out of their pockets. 
Advertisers are like publishers, good 
fellows and never shirk; they are all 
right and try to remember it. If it is 
a question of how many motor cars 
roll through this and foreign lands, or 
how many private yachts plow the 
ocean, all will readily admit that not 
one publisher enjoys such luxuries to 
forty advertisers who do. ‘ 

In Washington a new magazine has 
had a bornin’ called Madden’s Maga- 
zine. I have been reading it and find 
it a pretty good magazine. It ought to 
be entered as_ second-class matter, but 
the number before me is not. In their 
efforts to obtain their share of Govern- 
ment “subsidies,” the publishers may 
have been halted by the Third Assist- 
ant Postmaster-General, but surely 
without cause. The leading article in 
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the April number is by Henry A Castle, 
who alludes to the farmer as the “New 
Social and Financial Power.” Mr. 
Castle says: hp 

“There are, to-day, eleven million 
farmers in the United States. The 
directly care for and support fifty mil- 
lion people. Their aggregate wealth is 
officially estimated at twenty-two bil- 
lions, ‘and, their annual product is 
worth six and one-half billions. They 
are the backbone of the nation.*** 

“The farm has almost ceased to be 
a place of drudgery. Invention has 
made it a manufacturing plant, run by 
machinery. Farm‘ng is a sure business, 
that attracts the student and the business 
man. It is becoming more and more 
a scientific avocation. Botany, chem- 
istry and all the sciences are being ap- 
plied to its operations.*** 

“The agricultural experiments of the 
Un'‘ted States have added more to the 
wealth of the nation in ten years than 
they would cost the Government in two 
hundred years. They  have_ sifted 


theories and tested practice. They are 
digging up new knowledge to lessen 
labor and increase profits. They are 


giving the agricultural colleges a defi- 
nite science to teach. They are reach- 
ing out the arms of modern science 
and art to every farm home, teaching 
the farmer bus‘ness methods, destroy- 
ing his insect enemies, showing him the 
character and capacity of his soil, and 
stirring in him a consciousness of the 
lotent power of his own-mind.*** 

“The stations have developed and distrib- 
uted new varieties of grain, stimulated the 
production of new and profitable plants, solved 
many problems of feeding, developed new 
knowledge in irrigation, improved the charac- 
ter and increased the yield of butter and cheese, 
stopped the sale of millions of dollars’ worth 
of fraudulent fertilizers, brought out a new, 
cheap and accurate measure of the value of 
milk, perfected and popularized the silo, and 
brought the farmers’ attention sharply and in- 
telligently to the great primary question of the 
retention and increase of soil fertility.*** 

“The farmers of the current era are not the 
groaning pessimists of a decade ago. The 
are aggressive and progressive empire-build- 
ers; they are investors; they are students. The 
now farm with their brains. as well as wit 
their brawn, They have paid off their mort- 
gages. They are surrounding themselves with 
the good things, the creature comforts and 
many of the luxuries of life. They are remod 
eling and rebuilding their residences, their 
stabling and their fencing. They are installing 
telephones, hot water plants and modern 
machinery of all descriptions. They are utiliz- 
ing electric motors, and giving their sons and 
daughters college educations. They are build- 
ing good roads, enjoying a free mail delivery 
and a network cf interurban trolley lines. In 
a thousand ways they have advanced their 
standard of living as compared with that of the 
preceding generation.” , 

Mr, Castle is right, of course, and you and I 
know it; but det it not be forgotten that this 
marvelously rapid development of farming in- 
terests set in about two decades ago,and that 
it was about that time, largely through the in- 
strumentality of the agricultural press, that the 
Department of Agriculture was instituted and 
the State experiment stationsestablished. It 
may seem to some a strange coincidence, but it 
is plain enough to you and me. 

Another coincidence, that may seem 
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strange to some, is that it was about 
the same time that Congress, in its wise 
forethought, adopted a-cent-a-pound rate 
“for newspapers and periodicals, 

_Do Mr. Castle and Madden’s Maga- 
zine suppose it would have been pos- 
sible to have given their readers sich 
an eloquent and glowing account of 
the wonderful development of agricult. 
ure and prosperity of the farmer under 
the old regime, before agriculture was 
given a cabinet office, before the day 
of experiment stations and the tremen- 
dous development of the: farm press, 
so greatly stimulated by the low rate 
of postage? Of course, it would and 
did take .-about a decade for the full 
effects of these reforms to be felt, and 
a decade before they could be recog- 
nized by Mr. Castle and others. 

I do not claim too much for the farm 
press. Publishers are not responsible 
for all the good things that have come 
upon the farm and upon the country, 
but they have done a part, and a great 
and honorable part, in making the 
farmer, as Mr. Castle calls him, the 
New Social and Financial Power,” 
and if the one-cent-letter-postage ad- 
vocates do not give them credit, they 
will give themselves credit. And who 
shall say they do not deserve it? 

Some folks do not seem to be able 
to comprehend the reason that induced 
Congress to adopt a lower rate of post- 
age on newspapers and periodicals than 
upon any other class of mail matter. 
The reasons were well stated by the 
Hon. John A. Moon, in a speech in 
the House, on April sth thus: 

“The Government early adopted the 
wise policy of fixing a low rate of 
postage on second-class matter. Look- 
ing after the general welfare and in- 
terest of the United States, we cannot 
repudiate this early policy of the Gov- 
ernment at this time and attempt to 
make this character of mail matter 
self-sustaining. The -purpose was to 
give the literature of the country to 
the people; the purpose and intention 
of the Government in fixing that low 
rate was to encourage learning and 
letters and let the geegie understand 
all that a great people ought to know 
that could come through those channels. 
to educate them to the high standard 
of citizenship. There has been perhaps 
no benefit that has ever accrued to the 
people of any Government on earth 
as great as that benefit that has been 
immediately and directly derived from 
the concession of the Government. in 
carrying newspapers and magazines 
and matter of general literature and 
information.” 

The Hon. James T. Lloyd took the 
same reasonable view in an eloquent 
a delivered on April rth. He 
said: 

“The greatest civilizing agencies in 
America, in my judgment, are sent as 
second-class matter. The grandeur and 
greatness of this Republic sprang into 
existence as the Joshua that commanded 
the sun and moon to stand still, as ex- 
pressed by Benjamin Franklin. The 
independence and intelligence of its 
citizenship has heen its crowning virtue. 
If its prowess depended on great navies 
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and frowning fortresses, it would stand 
fifth in the race for preferment. it 
marshaled hosts and standing armies 
were the measure of its greatness, then, 
it would sink into insign.ficance com- 
pared with the nations of the world. if 
ancestral blood and pampered aris- 
tocracy are to be the criterion which 
determine recognition, then Americans 
must stand aside and allow the royal 
pageants to pass. But if individual 
worth and _ respectability are  deter- 
mining factors, then our Government 
stands at the head of the column of 
achievement. This Government is what 
it is largely because of the public press 
and the cross-road schoolhouse. In my 
judgment, no expenditure means so 
much in its relation to the home and 
schoolhouse; none has added more to 
the sum of individual knowledge, and 
no step backward should be taken in 
thus contributing to the intelligence and 
enlightenment of the people.” 

And the Hon. William Richardson, 
addressing the House on April 1oth, 
said: 

“The purpose of the Government is 
to aid and educate the people, to dis- 
seminate valuable and useful literature, 
to send papers, books and everything 
that will elevate the moral standard of 
the people and foster a better citizen- 
ship and give them the opportunity to 
become acquainted with public matters, 
and teach them and inspire them with 
religious feelings and other lofty senti- 
ments, which they acquire through 
newspapers, tracts, and other publica- 
tions and periodicals, and to do this 
in the cheapest and most expeditious 
manner to them. I say here in my 
place as a representative on this floor 
that in my judgment the Government 
cannot exercise its bounty more gen- 
erously than to put the very lowest 
postal rate that it can upon newspapers 
and periodicals.” 

Well, what about reform in postal 
matters? Something like fifteen years 
after publishers began to relieve sub- 
scribers of the burden of paying post- 
age, generously taking that burden upon 
themselves, Mr. Loud discovered that 
they were robbing the Government; 
that they were enjoying a frightful 
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“subsidy;” that the amenities due to 
honorable business mn, they. were. not 
worthy of; in fact, that they belonged 
to the smuggler and moonshiner class, 
and must be placed and held under 
suspicion and surveillance. 

Now, it is up to Mr, Cortelyou to 


‘remove the ban placed upon them by 


Mr. Loud, and to restore a juster 
sentiment towards them. And this is 
the first step, and the most important 
one, toward postal reform. He will ‘then 
find that publishers will heartily: join 
him in any fair effort he may make. 
But the redistribution of postal burdens 
upon newspapers and periodicals must 
be fair, and must have common. sense 
for a basis. And if there is to be any 
change of rate on second-class matter, 
all publishers must be treated alike. 
Anything else will not be reform; will 
not make things better, but worse. 
WILMER ATKINSON. 
—_+o+ 


ENGLISH PROPRIETARIES, 
At the present time in Great Britain 
there are no less than 40,000 makers 
or vendors: of patent medicmes, and 
these patent medicines are computed tu 
supply a revenue of £331,000 to the 


State. The patent medicine dealer 
reaps his harvest from so-called’ incur 
able disease. Consumption cures, 


cancer cures, epilepsy cures, paralysis 
cures, make up the large majority of 
patent medicines.—London Hospital. 





A SIXTY-EIGHT page pocket folder, 
describing day and night tr:ps about 


the Great Lakes, comes from the De- 
troit & Cleveland Navigation Com- 
pany’s general offices at Detroit. Be- 


sides a map and full description of this 
company’s magnificent steamers, it 
gives much detailed information about 
routes, time of sailing, tickets, state- 
rooms, etc. 

———$_~>—_____—— 

Ten years from now there will be 
people explaining the advertising suc- 
cesses developed within the decade just 
passed by saying “anybody would have 
succeeded if he had started when they 
did.”,-—Mahin Messenger, 
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WRONG TO BAR ‘AMERICAN 
MAGAZINES FROM CANADA. 


Canada. has no magazines. ‘that can 
compare with the, great. publications of 
the United States. With a constituency 
such as. Canada can offer it would be 
impossible to, produce and sell for less 
than fifty, cents a magazine that could 
compare favorably with the Amer.can 
ten cent. magazine, Where, then, are 
we to get our. magazines, if we 
are preyented from buying those of the 
United States at reasonable prices? 

Shall we get them from kngland? 

The English publications, because of 
the British postoffice regulations, can- 
not be imported into Canada and sold 
at prices that would enable them t2 
supply the want created by this ex- 
clusion of the American publicat:ons. 
Besides this, the English  sixpenny 
magazines are not of the same char- 
acter as the ten cent American maga- 
zine. They are devoted almost en- 
tirely to fiction and sketches that are 
of interest to those familiar with 
Europe, but are not generally appre- 
cman te: the Canadian who was born 
on this continent. 

The American - magazines on _ the 
other hand, deal with subjects that are 
of as great importance to the people 
of Canada as they are to the people 
of the United States. I seems to be 
the height of folly, then, to exclude 
from Canada, as this new postal regu- 
lation is designed to exclude, publica- 
tions that great numbers of Canadians 
desire, or to compel Canadians to pay 
absurd prices for reading matter that 
they want, merely for the enriching of 
the United States treasury.—Wéinnipeg 
Tribune. 

—__+o+___. 


TRACING STREET-CAR RESULTS. 


A car card displayed in Newark for 
sixty days in one hundred and fifteen 
cars brought four hundred and ninety- 
two replies at a cost of fifteen cents 
each. A Boston concern found that with 
the appearance of their street-car cards 
they had replies at the rate of thirt 
to fifty per day which fell off to al- 
most nothing on the withdrawal of the 
cards from the cars. A Pittsburg man 
used the cars to advertise a second- 
hand automobile. He received: thirty- 
two inquiries and sold the’ machine to 
one of the inquirers for five-sevenths 
of its original cost.—Booklet from Mc- 
Kittrick &. Dearborn, Lowell, Mass. 


_——+o>—__—— 


CALENDARS MUST BE DELIVER: 
ED ON TIME. 


An_ advertisement on a calendar was 
the cause of a recent lawsuit in Lon- 
don. The publisher of. the calendar 
- sued an advertiser for a bill said to be 
long overdue.’ Tlie defense was that 
the calendars were to have been de- 
livered a fortnight before Christmas 
and in fact did not come to hand until 
January 15. The court said that the 
calendars should have been ready at 
the beginning of the year, and ‘gave 
—” for the defendant.—Fourth 
‘state, 
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A HARD MAN TO CLOSE. 


A business man in the downtown 
district has a device in his office which 
makes it a pleasure to have an adver- 
tising solicitor call on him. The device 
consists of a small but strong steel 
wire, one end of which is fastened to 
a leg of an office chair and the other 
anchored in a corner three feet away. 
Whenever the life insurance agent or 
the solicitor or even the book agent 
appears, he gets that wired chair. The 
talk begins, the business man_ looks 
interested and the visitor begins to 
enthuse. He grasps the seat of the 
chair and begins. to move toward you 
confidentially, -That is when the down. 
town business man gets his fun. ‘The 
visitor usually makes two or three at- 
tempts at a straight pull and a few 
shifts from side to side to see that the 
legs aren’ caught in the rug before 
he tumbles. Then it’s all off. If he 
isn’t angry the spell has been broken 
and he doesn’t have the heart to begin 
over again —New York Sun. 


3RILLIANCY in advertising is desir 
able when it adorns solidity.—Mahin 
Messenger. 








Advertisements. 


All advertisements in ‘Printers’ Ink” cost 
twenty cents a line for each insertion. $10.40 4a 
line per year. Five per cent discount may be 
deducted if paid for in advance of publi- 
cation and ten per cent on yearly contract 
puid wholly in advance of first publication. 
Display type and cuts may be used without 
extra charge. but if a specified position is 
asked for an advertisement, and granted, 
double price will be demanded, 


WANTS, 


‘(HE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


OLLEGE man, recent graduate, to learn 

business with high grade firm; first class 

opporvants foradvancement. Write usto-day. 
PGOODS, Suite 511, 309 Broadway, N. Y. 


ONCERNING TVYPE—A Cyclopedia of Every- 

day Information for the Non-Printer Adver- 
tising Man, get “typewise’’: 64 pp., 50c. postpaid, 
ag’ts wanted. 4.8. CARNELL, 150 Nassau St., N.Y. 


IRST-CT.ASS job printer, who can take charge 

as working foreman. Open shop; 53 hours. 

Good_wages forright man. Address “H. P.,’’ 
care Printers’ Ink. 


OSITION WANTED—Young man ((24), reads! 
copy, proof; makes up dummy, understands 
filing; can write readers, book reyiews, ex- 
¢) wes, res position in any capacity offering 
opportunities. Address “WILLING,” care of 
nters’ Ink, 


ANTED—An experienced and practical man 

to manage a job and newspaper plant, 

with a daily and weekly paper; doing an annual 
business of over $25,000. Desire party able to buy 
an interest and take full charge of the business. 
For particulars address “L 23,” care Printers’ Ink 


VERY ADVERTISER and mail-order dealer 
shoutd read THE \\ ESTERN MONTHLY, an ad- 
vertiser’s magazine, Largest circulation of any 
advertising journal in america. Sample copy 
free. THE WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, Mo. 


DVERTISING MANAGER. with ten years’ 

Chicago State street experience, wants posi- 
tion'with future possibilities in live town with 
thoroughly awake firm. lary for first year, 

per week. Results assured. Address “MAC,” 
care Printers’ Ink 
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|S fgg yy REPORTERS--Bright ‘young 

-, Li weet | news is and how to 
write it, se booklet No. 7 about positions 
FE RNALD'S NEWSPAPER MEN'S EXCHANGE 
(estab. 1898), Springfield, Mass. 


ALESMEN WANTED and Business Opportu- 
nities in every corner of the United States. 
Read the quaintly iliustrated Classified rages in 
EVERYBODY’S MAGAZINE—America’s Great Clas- 
sified Medium--three million readers. 

Have You Something to Sell? Send for “How 
to Advertise in a Small afd Successfully” and 
other free booklets. THE R — THAYER 
COMPANY, 31 E. 17th 8t., New York 


Y YOUNG MEN AND WOMEN 
of ability wno seek positions as adwriters 
and av’ managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
aave: tisers, Fo apne weekly at 10 Spruce St., 
. New York. Such advertisements will ve inserted 
at 20 cents per line, six wordsto the line. !’RINT- 
rRs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication 1n the United States 


ANTED—Clerks ana others with common 
school educations only, who wish to quai- 
ity for ready positions at $25 a week and over, tc 
write for free copy of my new prospectus ana 
endorsements from ijeading concerns every- 
=. One graduate filis $8,000 place, another 
$5,000, and any number earn $1,500. The best 
Sisthingr adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mana exceeds supply. 
GEORGE H. POWELL Advertising and Roat- 
ness Expert. 143 Metropolitan Annex, New York. 
——— 


ADDRESSING MACHINES. 


DDRESS!ING MACHINES-—No type used in 
the Wallace stenci) acaressing machine. A 

card index system of addressing used by the 
largest publishers througbout the country. Send 
for circulars We do —— at low rates, 
WALLACE CO.. 29 Murray St., New York, 
401 Pontiac Blig., 358 Dearborn St., Uhicago. Il, 
— + 


ADVERTISING MEDIA. 
HE EVANGEL. 
Scranton. Pa 
Thirteenth year: Re. agate line. 
Res ,200 homes in Troy and Central Miami 


nty, Ohio, by —< the REcorD. Only 
daily. Delivered directly to 800 homes in city 


alone. Read by women. Tae. 2-7¢. line, net. 
++ 
DIRECTORY OF NOVELTY MANU- 


FACTURERS. 


GENTS wanted to sell ad novelties, 25% com. 
< 3 samples, 10c. J.C. KENYON. Owego.N. Y. 


Oy ag Ay Weights w with your advertise- 
J ment talog adv. novelties 
free. ST. ack BUTTON CO.. St. Louis, Mo. 


yo can’t shake 1 my faith in Greater San 
Francisco—can use good “Ad” Novelties. 
McKIM, The “Ad” Man, 2610 Market Street, San 


Francisco, Cal. 

Ww RITE forsample and price new combination 
Kitchen Hook and Bill File. Keeps your ad 

before the bousewife and business man, THE 

WHITKHtAD & HOAG Cu., Newark, N. J. 

Brancbes.in all large cities. 








ADDRESSING MACHINES AND FAC- 
SIMILE TYPEWRITERS. 


— eee office machine that 

oe beet cent. Besides selling the 

“AUTO-ADDR SER,” wemake an IMITATION 

TYPEWRITTEN LeTTER and fill in the address 
s0 that it cannot be distinguished from the 

We > wrapping, folding, sealing, mailing, ete. 


Ask wu 
‘ A UTO-ADDRESSER, 310 Broadway, N.Y. 
potercemsansne— ~Nesitedensett 


MISCELLANEOUS. 


AVE YOU SOMETHING [O SELL! Advertise 
in Ameriéa’s Great Classified Me ium— 
EVERYBODY’s MAGAZINE—three million rewuc.:. 
Send for “How to Advertise in a Small may, 
Successfully” and other free booklets, THK 
RIDGWAY-THAYER COMPANY, 31 E. 17th St., 
New York, 


ad 
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PATE ‘ATENTS. 


S SHEP HERD & P & PARKER, 
Solicitors of Patents and Trade Marks, 
508 Dietz Bidg., Washington. D. ¢ 
Highest references from prominent eomntacver 
ers. Hand book for inventors sont upon request. 


p=—=PATENTS that PROTECT 
Our 8 books LA Inventors mailed on recet ‘ 
of 6 cts. sta R. 8. & A. B. LACE 
Pe Bm Ph. ©. Estab. 1869. 








SUPPLIES, 


Nor HFADINGS of Bond Paper, 5%x8% 
inches, with envelopes (laid p). 100 tor 6c.; 

250 for $1. 1 500 for $1.60; 1,000 for $2.50; 2.000 for 

ti .50; 5,000 for $11.00. Send for sampies MERIT 
RESS, Bethlehem, Pa, 


D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more mag: 
azine cut ioks than any other ink house iv the 


rade. 
Special prices to cash buyers. 

ERNARD’S Cold Water Paste now used ex- 
clusively vy publishers. clipping bureaus 

bill eae, cigar makers. trunk factories and all 
rey users who have tried it. Sample ~ BEk- 
ARD'S PASTE DEPT., Tribune Bldg., Chicago, 
escalates esac 


ADVERTISING AGENCIES. 


A. O'GORMAN AGE..CY. 1 Madison Ave. 
N. Y. Medical journal advtg. exclusively. 


I W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


‘\HE InKLAND ADVERTISING AGENCY. 
Write for Different Kind Advertising Service. 
925 Chestnut Street, PhilaaelpLia. 


LBERT FRANK & C CU., 25 Broad Street. N. Y. 
General advertising’ Agents. Established 

1872. Cnicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world. 


O AMERICAN ADVERTISER can afford to 
4 neglect Canada—a land flowing with the 
milk and honey of prosperity—a profitable field. 
Our service is most productive in results because 
framed to meet the greatest number of people 
who will buy—English and French. Write for 
particulars. THE DESBA RATS eS ta ee. 

AGENCY, Ltd., Suite 50, Sovereign Bank Bldg 

Senteeal’ 











PRINTING, 
10, 00 LETTER Heads Printed for $10. W. 
B. HARRIS & SON CO., Catalogue 
Prinsers, Ellettsvil.e, Ind. 


0) 
MAILING MACHINES. « 


Ts DICK MATCHLESS MAIL i" R ightest and 
quickest. Price $12. LiNTINE, 
Mfr., 178 Vermont St., Buffalo. N a 





FOR SALE OR EXCHANGE. 


4 DESIRABLE building lots in South Savan- 
: nah, Ga, Excellent opportunity for colony 
of truck gardeners; will sell reasonable or ex- 
change for parthing of 7 value. CHAS. 
BERNARD, Tribune Bldg.. Chicago. 


Cc: CARDS. 


OST CARDS of ev ew very description are made by 
us. Wesbip to all parts of the world. Par- 


ticulars on request. 8. SOUVENIR POST 
CARD CO.,1140 roadway. mz 
a ee 
CORRESPONDENTS. 


N EWSPAPERS AND TRADE JOURNALS: Very 
low charge fora dee a: interesting Wash- 
ay sna 2 issued or mouthly. Write 
ag C pitshosct lrg No. 920 R, n.w., 

¥ BT hey Ee 


—_+o>—————— 
TO PUBLISHERS. 


UBLISH ERS—We should like to file specimens 
ot all important papers (Generel. yt Trade) 
covering . A. and Canada. 78 AGENCY. 
45-48 Carter Lane, London, E, C., En, 








TIN BOXES. 


If you have an attractive, handy parage yo 
will sei] more sand get beti rices for 
them. Decorate = boxes have a ric. 
ance, don’t break, are handy, an 

convents, von - buy in one-half zrogs lots and 
at very low pi 0, We are the folks who 
make the tim ow for Cascarets, Huylers. Vase- 
line, Sanitol. Dr. Charles Flesb siriesh Food. New-Skin, 


and, in fact. for most of the .” But we 
pay, just as much attention to the: ittle fellows.” 
ter send for our new illustra’ catalog. It 


contains lots of valuable infurmation. and is 
free. —— 2 CUMPANY. 
Verona Street, Brookly Y._ The largest 
maker of TIN BOXES Nendo the Trust. 





COIN MAILER, 


for $3. 10.000. $20. Any printing. Acme 
Coin Carrier Co., Fc. Madison, la. 
——_——_ ++ 


PAPER. 


B BASSETT & SOTPHIN, 

45 Beekman St.. New York City. 
Coated pavers a speciaity. Dimond 

White for high-grade catalogues 


1,000 


} Perfect 





HALF-TONES. 


EWSPAPER ere 
2x3, 3 3x4, $1; 4x5, $1.6 
Delivered when on Fn the order. 
Send for samp 
KNOXVILLE FANGRAVING CO., Knoxville, Tenn. 
i gy or line productions. 10 square 
ches or smaller, delivered prepaid, 7ic.; 
6 or more. 50c. each, Casa with order. All 
newspaper screens. Service day and night. 
iam for circulars. keferences furnished, 
peton: pr — -engraver. . O. x $15. 
Philage hia, 


+n 
CLASS PUBLICATIONS. 


20,000 Buyers 

of ($1,025.000,000 annually) 

Hardware, Housefurnishing 
Goods. ete, 





. Ote, 

Read every issue of the 
Hardware Dealers’ 
Magazine. 

Write for rates. Speci- 
men Copy mailed on re- 


quest, 
258 Brondway. N. Y.~ 
PREMIUMS. 


THOUSANDS of suggestive premiums suitable 
for publishers and others from the foremost 

makers and wholessle dealers in jewelry and 

kindred Te 6) ene list price ——— 

catalogue. (OO reatest — of its kind. 

Published 2S), , 34th issue now ready ; fre 

8. F. MYERS CO. 47w. and 49 Maiden Lane, N. Y. 














a 
PUBLISHING te OPPORTUNI- 
IES. 


M1 Fras 60 00 paper 
80,000 subscribers, 
originai orders, names on stencils; 
will ‘ne ude — —_— ne, 
Also perfecting pre: 
Price, including press, $17,000. 
ress. 


Will sell w 
Broker i a Publishing poe rty, 
roker in saing rrope: 
253 Broadway, New York. . 


—+9>—__—_—_. 
REAL ESTATE, 


Rinvtis AND OTHER BUSINESS OPPORTU- 
ig in every corner of the United States, 
Suba, Mexico and i — the quaintly 
filustrated Classified Pag DY 
MaGAZINE—America’s Great Pbiassified Medium— 
three million resders. 

Have You Something to yf Send = “How 
to Advertise in a Small W: ecessfully’”’ and 
other free booklets. THE ipa WwaTTe AYER 
COMPANY, 3! E. 17th St., New York. 
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4I 
MONEY MAILERS. 


ONEY NAL 1. les free. 
KING KO KARRIEE CO. Bover Bovey Mass. 


CARD INDEX SUPPLIES. 


y he CARD INDEX QUEST QUESTION will be quickly 
and easily — by 7 Page ot and 
price from the manufacture 
STANDA RD IN INDEX CARD. COMPANY, 
Rittenhouse Bldg., Phila. 








———$+9>——— 
ADVERTISEMENT [ENT CONSTRUCTORS. 


DWRITING, catalogue a ue and folder iy my a 
specialty. OUGHRIDGE, Box 811, 
Honesdale, Pa. 





introduce them in your 
“follow-up.” and notice in- 
¢ returns. Address 

on your office stationery | 


FREDERICK WARD 
(Originator of Illustrated sannene, 
40 Dearborn St., Chicag: 


f| THE TEST INFALLIBLE, 

Actual Advertising is vastly more than a 
mere bragginz match. When a man’s mental 
measure is to be taken, - ond of performance 
is worth an ell of his prom: 

I make Catalogues, sonlets, Price Lists, Circu- 
lars, Folders, Mailing Slips and Cards, N 
per, Magazine and Trade Journal Advts., e 

etc., and I send out seaneiee of these to be meas: 
nred with. I’d Wy lad to send you a lot of our 
paren Len peel for them suggested possible busi- 
ness for r 
No. t7, FRANCIS I. MAUT.E, 402 Sansom St., Phila. 


OVER 25,000 LOYAL READERS 
of the UNITED STATES REAL ESTATE JOUR- 
NAL have CasH and are just sim- 
ly waiting to buy your farm, 
ome, business, patent, mill, 
mine, oil, NEWSPAPER or other 
property ‘at a fair price. STEP- 
PHENS SPECIAL SERVICE care, 
pore and places your dea i 
fore them ag Let’s fit this 
service to your particular case 
poop ae and convince _— pd. = 
btle power in produc 
factory a" J. LLEN STEPHENS, 

(ine.), Publisher, Muncie, Ind. 
—- +o+—__—_ 


FOR SALE. 
OR SALF—Pierceton RECORD, Frseston, Ind Ind.; 
death of editor. we 
D Ngptw ry Wagon and Harness, cost $500; 


used but little; fine for medicine business. 
CHAS. BERNARD, 











For vale at a bargain. 
Tribune Bldg., Chicago. 


poe: SALE—Complete new: newspaper and job plans 
in excellent gondion. ek aily 1.600 

circulation, weekly 2, wing city of 12,000 

— doi: "32 500 and $3,000 of 
ui: 


siness 
eld to voy io For particulars, rice 


splendid 
and terms, write C. A. McCUY, Lake Charlies, La. 


a PRESSES FOR SALE. 
Goss ss 3- —— Machines. 
a. * Clipper Machin‘ 

These presses are being taken « out of offices to 
make room for improved machines of our make, 
and will be sold at low prices. 

Full particulars as regards sizes and prices 
will be wee © on spon wn to 


504-520 Grand ‘St, Ke ne York. 





ILLUSTRATORS A ND ILLUSTRATIONS 
Asar Cuts for Retailers; good;cheap. 
HARPER ILUUS, SYNDICATE, Columbus, 
—_—+or——_ 
PHOTO-ENGRAVING. 
HOTO-ENGRAVERS, Desi rice list and 
f. STANDA 


les sent on_reques' ARD EN- 
G RAVING, CO., New York. 
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PRINTERS. 
RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 


W E print catalogues, booklets. circulars, acv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. CoO., 514 Main St.. Cincinnat. CO. 
—_—__+o+—_——_ 


BOOKS. 











uccessful Advertising. | 


HOW TO ACCOMPLISH IT. 


's 





A book for retail mer- 
chants and beginners in 
advertising. Will be sent, 
postpaid, upon receipt of 
Two Do.tiars. Address 


Printers’ Ink Publishing Co., 
| 10 Spruce St., New York J 











TYPE WRITING. 


MULTIGRAPH TYPEWRITING. 


See this work and get our prices before order- 
imitation Smmuretiten letters. ROGERS CO., 
-512 Wetherbee Bldg.. Detroit, Mich. 
—_—— lor 





COIN CARDS. 


$3 PER 1,000. Less for more; any Lact ory 
THE COIN WRAPPER Cv.. Detroit, Mich, 











Within the Past "sts" 
Year We 
Have Supplied oe, 


THE GOVERNMENT 
PRINTING OFFICE 


At WASHINGTON, D.C., With Over 


100,000 


POUNDS OF 


MONOTYPE METAL 
WITHOUT A SINGLE COMPLAINT. 


Has a record like this ever been surpassed 
in the manufacture of Printers’ Metals ! 

We make a specialty of the manutacture 
of Metals for Printers—Monotype. Li inotype, 
Stereotype, Electrotype, Autoplate, C‘om- 
positype. 


MERCHANT & EVANS CO. 


Successors to 


MERCHANT & CO., Inc. 
SMELTERS, REFINERS, 
PHILADELPHIA. 
Chicago 
Kansas City 





New York 
Brooklyn 


Baltimore 
Denver 
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CANNOT LOSE ME 


PPPPPPP PPP PPP PPP PPP PPPPPPPPPPPPPPPPPPPPPPDPDDPDDDDDD 


OFFICE OF THE WEEKLY CALENDAR, GERMANTOWN, PHILADELPHIA, PA, 


PRINTERS INK JONSON, New York, N. Y. 


Dear Sir: 


being able to answer it before this. 


July 2, 1906, 


Yours of June 28th received and we regret not 


The ink which you sold us has 


been the most satisfactory for the particular work for which we 
wanted it that we have ever used. Thanking you for your inquiry, 
which truly shows an interest in your customers’ welfare, we are 


Yours very truly, 


FLEU & BROWN, Publishers. 


Every communication that reaches my office, whether it is an order, 
an inquiry or a kick, is acknowledged immediately, and I can trace 
many a customer from this little act of business courtesy. Every 
order that leaves my place is followed up carefully by letter, so that if 
the purchaser is in any way dissatisfied with his bargain, and some- 
what bashful about informing me, my system wakes him up to his 
duty of asking for the return of his money. 


Send for my Sample Book and Price List. 


Address 


PRINTERS INK JONSON 


17 Spruce Street, New York. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 33 UNION SQUARE, N.Y. 
, READERS OF PRINTERS: INK WILL RECEIVE. FREE OF CHARGSS 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 
































The advertisement marked No. 
I presents a few cold facts about 
the Lightning Freezer, and they 
are printed on a cake of ice in 
order to emphasize their low 
temperature. The result is a 
frost. The moral is that it is 
invariably unwise to make an ad- 
vertisement hard to read. - Num- 
ber 2 is submitted as a substitute, 
possessing obvious advantages in 








N22 





guarantor, who stands behind the 
article advertised, and wishes that 
fact distinctly understood. It may 











clearness, force and printing 
quality. 
* * ok 

The gentleman whose face 
shines out from the dark midnight 
of this mosquito adertisement is 
presumably Mr. Pattison, who 
personally guarantees the mo- 
squitoes—or rather a preventive 
of their ruling and highly obnox- 
ious passion for puncturing the 
human skin. One of the peculiar. b ets 
ities of this advertisement is that [Ean EG ne iietermet 
almost half the space is devoted hing—everywhere. yy 
to Mr, Pattison, advertiser and 





—— 


the biting habit 
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be that this is a good idea and 
that we have arrived at a time 
when 50 per cent of advertising 
space may appropriately be de- 
voted to the advertising man re- 
sponsible for the publicity, but in 
any event it will be a wise move 
for Mr. Pattison to print his an- 
nouncements in black ink on 
white paper, if he expects any- 
body to read thén. 
* * * 

Here is a Lyon diamond ad- 
vertisement which is hardly com- 
mendable, to say the least. It is 
very hard to read; but there 
seems to be a large class of ad- 
vertisers which delights in mak- 
ing the perusal of its announce- 





act 
on CREDIT 


HICH crags eel, i) 
BRILLIANT, PURE COLOR 
ke) 


ON & CO. 





7 
71-73 Nassau St., New York, N.Y 





ments as difficult as possible. 
Aside from this fact, however, 
the heavy black below and behind 
the diamond makes the stone 
seem dead and flat. The faint 
likeness to a lion’s head which 
appears in the center of the stone 
is hardly good judgment, but the 
- stone itself might, in its present 
condition and surroundings, well 
be taken for a grindstone with 
some fancy design on its edge. 
A diamond advertisement, to be 
effective, ‘must have light and 
sparkle and glitter. There is 
certainly nothing of the kind in 
this particular ad—the traditional 


PRINTERS’ INK, 


door nail is lively and sprightly 
in comparison — it. 
* 

The diiee a advertisement 
reproduced herewith was planned 
and laid out in an excellent man- 
ner. We have the man, the fish, 
the water and the entire rod and 
line, so arranged in the space as 
to show adequately, and at the 
same time leave plenty of room 
for type. This is not an easy 
thing to do, and in this case it 















“DOLFIN” 
Steel Fishing Rod 


POSTPAID 


$3: 


the  eArin@ Steel Rod 
ester, have 


Co, of 
hands of fishermen the best Steel Rod it is pos- 
reget to procure ata rate price. Jt is sure 
nds who look 


disposed to pay a fancy 















to r 
tack, but who are not 
pure. . 
Our Guarantee 
very broad = Every inch of the * DOLFIN® 
Fe fam teed aigainst defects in material and 
— Great care is exercised 


"The The “DOLFIN™ Steel Rod 
either Fly or Bait; any —— na 
;. three ring: top. 
joney 


standieg guides 
id anyw where. 


88.50 prepaid a 


Geo. W. Davis & Co. 


1056 State St:, Rochester, N. Y. 





Ask about our $10.00 Lawn 

















is surely well done—insofar as the 
layout itself is concerned. The 
weakness and flatness of the 
drawing come very near spoil- 
ing what would otherwise have 
been a most excellent advertise- 
ment. There is no contrast in it 
and no life in it. Even the fish 
seems to be a dead one. With 
proper treatment this would have 
been easily one of the best ad- 
vertisements in the current maga- 
zines. 


i ails 
WORKS OVERTIME, 

An ad in+a trade journal will do 
what traveling men as a rule do not do. 
It will go to towns off from the rail- 
road, where there are no hotels, It 
will work nights, Sundays and holidays, 
in wet weather or dry, hot weather or 
cool. It will talk to a merchant before 
some of the boys are out of bed in the 
morning and after they have gone to 
bed at night, It’s one of the few 
things that has not as yet struck for 
eight hours.—Exchange. 
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READY-MADE ADVERTISEMENTS. 
ec Stott Sy Saal hee fot rere ane for widow 
M. L, APPLEGATE & Co., statements seem to conflict; and 


Successors to Oakland Branch Pacific 
Refining & Roofing Co. 
427 Fifteenth St., 
OAKLAND, Cal. 
Editor Ready Made Department: 

Inclosed are two sheets taken from 
the Sacramento Union, upon which are 
two marked ads gotten out by our 
Sacramento agent, 

Would be glad if you could find 
space in your department for a criti- 
cism of same. 

These ads are part of a series which 
have been appearing three times a week, 

“Plastic Slate” is what we call the 
“paint for everything,” but in this case 
it is being advertised as a roof paint. 
Am also inclosing a copy of the book 
mentioned in the ads, 

The writer is a constant and enthus- 
jastic reader of PrinTERS’ INK, but has 
not so far seen many ads for root 
paint reproduced in your department. 


Very truly yours, 
W. THEODORE WATSON. _ 


The ads submitted are : good, 
but not as good as they easily 
might be with such material as 
the booklet contains. They are 
well illustrated and the type ar- 
rangement is strong, but they 
don’t tell what “plastic slate” is, 
how it is applied, how it works or 
how long it lasts. The name sug- 
gests its nature, but the book 
goes farther and says that “plastic 
slate” is a paint that turns to a 
clate-like substance; that it grows 
harder and better with age; that 
it won’t crack, or wear off; that 
ordinarily it will outlive the av- 
erage man and that it is fire- 
proof, This is the sort of stuff 
to put into the ads; it’s more or 
less definite and conveys some 
ideas that do not appear in the 
ads. But the book seems to slip 
up in spots, for it starts with a 
“lasts-for-ever” claim, discounts it 
farther on by reducing it to a 
lifetime, and, still farther on, says 
. “You don’t have to bother or fuss 
with that roof for five years.” To 
the casual reader, at least, these 





while it is perfectly clear that a 
roof might go to pieces before the 
paint disentegrated, still those 
claims do not appear to dovetail 
very well. In spite of that, I am 
pretty nearly ready, after reading 
the booklet, to believe that “plastic 
paint” will do just about every- 
thing claimed for it, and that is 
a great deal. Here’s a sentence 
from the book that could be trans- 
planted to the newspaper ad to 
advantage: “Plastic slate seals the 
whole surface with -a weather- 
proof and indestructible coat—it 
gives shingles an appearance just 
like slate—and what’s more, two 
coats make them practically fire- 
proof.” The booklet also names 
and illustrates other uses for this 
paint and reprints some good 
letters from users under _half- 
tones of the buildings on which 
the paint was used and to which, 
presumab!y, the letters refer. All 
together, the booklet is quite con- 
vincing and well gotten up; and 
the ads are surely up to, if not a- 
few shades above, the average of 
their class, as will be seen from 
the following reprints, which, ot 
course, lose some of their strength 
here through absence of the il- 
lustrations : 








A SHABBY ROOF IS A POOR 
ROOF, 


Right now, while you are figuring on 
your spring house painting, is the time 
to have your roof preserved and beau- 
tified with 
and tin. 

Sold only in Sacramento by 

MACKENZIE, 
617 J Street, Sacramento, Cal. 


MAYBE YOU HAVE A ROOF 
that leaks—one that causes you lots of 
trouble and costs you money to repair, 
Why not let me tell you how Plastic 
Slate will stop your roof troubles and 
save you money at the same time. 
Write for our book. 

MACKENZIE, 
617 J Street, Sacramento, Cal. 


Plastic Slate for shingles 
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Good Savings Talk. 


an-Review, Spokane, Wash. 
— 





is always a month away for 
the spendthrift. 

But the thrifty man’s dol- 
lar is worth 104 cents if 
deposited here. You can 
open a savings account here 
at 4 per cent interest with 
one dollar or more. 
SPOKANE & EASTERN 

TRUST COMPANY, 





Another of Those Seductive Hotel 
unning in the Philadelphia Bulletin. 


Pay Day * 


Spokane, Wash. 





= 
Strath Haven Inn 


Swarthmore, Penna. 
NOW OPEN. 
Mr. Business Man: 

Sultry evenings at the 
hotel in Philadelphia will be 
unusually uncomfortable this 
summer. Here’s a cheerful 
proposition: Strath Haven 
Inn invites you to your 
family every evening to en- 
joy with them boating, driv- 
ing, bowling, pool, _ etc. 
Less than a half hour’s ride 
to Broad Street Station, 

Unsurpassed cuisine. Pur- 
est drinking water in Penn- 
sylvania. Tennis. Golf. 

Write for booklet. 
& Bell Phone. 





PRINTERS’ INK. 


From the Spokes-| One of the Right Sort, Only It Might 


Ads 








A Timely Invitation, as It Appeare 
the Los Angeles (Cal.) Express. 


d in 





The Maier 
Packing Co. 


whose present plant is on 
the mission road outside the 
city, invites all persons in- 
terested to visit and inspect 
its method of killing and 
curing meats. 

Facilities for reaching the 
plant will be furnished on 
application at the office of 
the company, Nos. 149-153 
North Spring Street. All 
officials and newspaper rep- 
resentatives are especially 
invited. 

The new plant now in 
process of erection at the 
foot of Lyon Street, in the 
city, will be the most mod- 
ern and best equipped on the 
coast.” Visit it and see a 
reinforced concrete building 
in process of erection. 














be Interesting to Know Something 
“bout the Cost of “The Silver Grilt 
Dinner De Luxe.” 





HOTEL SPOKANE, 
“Ye Sign of Ye Silver 
Grill.” 


There’s No Sense 


in bothering about a home 
dinner on Sunday. The 
Silver Grill Dinner De Luxe 
is the best in the country at 
the price, and in addition to 
all home comforts you have 
interesting company and the 
finest orchestral music to 
help your digestion, 

Take your wife there to- 
night, and in the old world 
inn, among _ surroundings 
that are uniquely quaint and 
restful, let her forget the 
cares of household duties. 

The Senescu Orchestra is 
st'll there and Miss Daisie 
Thorne’s beautiful soprano 
voice can be heard at the 
evening concert, 

HOTEL SPOKANE, 
Spokane, Wash, 











“Not Expensive” is only a Compara- 


tive Term. Who Knows What It 
Means in an Ad? 





A Cool Proposi- 
tion to All Ye 

Who Make Your 
Own Ice Cream. 


A genuinely good freezer 
is half the battle when the 
problem of making perfect 
ice cream comes up. You 
can’t choose wrong if you 
buy from this line: 

White Mountain Freezers, 
Gem Freezers, Twin Freez- 
ers (freezes two kinds at a 
time). 

These are the latest and 
most desirable freezers on 
the market to-day. They 
are easy to use, are built for 
long usage, and are not ex- 
pensive. 

Ice Picks, Ice Chisels, Ice 
Shavers and Ice Cream 
Dishers are a'so in our line, 
We have them in variety— 
handy, strong, cheap. 


RICE & MILLER, 
28-30 Broad St., 
Bangor, Me. | 





























Atiantic City “DAtLy Press,” 
Daily Press Building. 
ATLANTIC City, N, J. 
Editor Ready Made Department: 

I-am inclosing a few advertisements 
of wagon building and blacksmithing. 
Will you kindly advise me _ through 
your columns as to whether they are 
good ads. Very truly yours, 

GeorceE Rtptey, Jr., Adv. Mgr. 





It is so seldom a blacksmith or 
a carriage builder advertises, that 
almost any sort of an ad for those 
lines might be called good, pro- 
viding it was not positively repell- 
ing. I believe that the black- 
smith’s problem lies more in con- 
vincing horse owners of his thor- 
ough knowledge of the equine 
foot than in anything else, and 
the newspaper opens opportunities 
along these lines that are avail- 
able in no other way at a like 
cost. The horseman who has had 
experiences with botch black. 
smiths will drive farther for skill- 
ful work than for a low price, 
and “know how” is the point to 
pound on. Both are good ads of 
their kinds, by comparison with 
what is being done by others in 
these lines, and, directly or indi- 
rectly, they ought to pay: 


HAVE YOUR HORSE SHOD WITH 
SHOES THAT LAST 
and thus save yourself considerable 
time and expense. We employ none 
but the best horseshoers, and although 
our prices are the same for shoeing, 
yet the work is far superior to others’ 
and means a great saving to you in the 
long run. 
CHAS. W. MATHIS CoO., 
Blacksmiths and Wagon-Builders, 
Arkansas and Artic Aves, 


THE PUSH IS COMING. 

Then the heavy rush of hauling, 
carting, etc., begins in Atlantic City, 
being the busiest time of the year, 

Probably you are still wondering 
where to go to have your heavy trucks 
or wagons built—not necessary to go 
out of the city—that question can be 
solved right now, and we can solve it 
for you. 

We are the largest and most econom-. 
ica) wagori-builders in South Jersey, 
employing the most’ experienced and re- 
liable mechanics. 

Give us a call or drop us a postal. 
Our representative will call on you. 

CHAS. W. MATHIS CoO., 

Blacksmiths and Wagon-Builders, 

Arkansas and Artic Aves, 
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An Abpetizing Section From. a Large 
Ad in the New York Times. 





Virginia Hams 
and Bacon, 

Virginia in 
old Virginia 
way, beginning with the 
raising of the hogs, them- 
selves, which are fed on 
sweet Virginia peanuts--out 
in the woods. The Hams 
are carefully spiced and sea- 
soned according to an old 


prepared in 
the famous 


Southern recipe and are 
laid away for two years in 
wood ashes, 


These fine Hams are a spe- 
cial feature of Loeser Store 
service. They are to be had 
in the Basement Table Deli- 
cacy Store and are here now 
in generous supply for the 
Summer season, when they 
are particularly delicious for 
serving at luncheon, teas 
and pienics....32%c. a lb. 

Virginia Gordon Bacon, 
prepared in the same man- 
ner as the Hams; comes in 
strips at 26c. a pound. 
~FREDERICK LOESER & 

COMPA) 


Brooklyn, N. Y. 











From “Marse & Co.’s Store News,” a 
Sprightly Little House Organ Pub- 
lished at Taylor, Tex. 


Do You Read 


Advertisements ? 


Did you ever stop to think 
what an education the read- 
ing of the advertisements is? 
They tell you the wants and 
needs of the universe, and 
they show the new things 
that are being manufactured 
and sold. They show you 
where to buy and where to 
save money if you are wise 





enough to investigate the 
truth of the advertisements. 
One reason some _ stores 


never advertise is because 
they haven’t the goods and 
prices, and the truth would 
hurt if known. 

Read our ads and then 
come and see. You'll find 
the goods a little better than 
we told you. Don’t put it 
off, but do it now. 

Bring your Sears-Roebuck 
catalogue to our store. We 
can*match their prices and 
outmatch their goods. No 
express charges to pay when 
you trade here, 


csieiaens 
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A te 8 
Headlines of 
Daily 

Ark-Tex. 
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Impressive Statement in 
s This One from 
Texarkanian, 





300,000 Prescrip- 
tions Without an 


Error. 


The most perfect double 
checking system. 

The most capable pharma- 
cist. 

The best and purest drugs 
that money can buy. 

That’s all. 


SMITH DRUG CO., 
Texarkana, Ark.-Tex. 


—_ 








Lawn Parties 


will be more enjoyable with 
an Edison phonograph for 
music, All the popular mel- 
odies and the classics faith- 
fully reproduced. 

During the vacation days 
you'll need the Edison when 
the rain keeps you in the 
house. We sell all that goes 
with the machines. 

Records, Horns, 
Cabinets, etc. 


FLINT & BRICKETT CO., 


Wholesale and Retail Dis- 
tributors, 


Opp. Court Square, 
Springfield, Mass. 


Stands, 





Sensibly Said. 








If you cannot afford to 
pay big prices for furniture 
it is all the more important 
that what you get should be 
of good quality and in de- 
signs that you will not 
soon tire of. Costly goods 
are usually well made, but 
the medium and _ low-priced 
goods that we sell are also 
well made, and we are par- 
ticularly careful to select 
good patterns. Because your 
pocketbook is restricted is no 
reason why you should not 
have a well-furnished, com- 
fortable and pretty. home. 
We will gladly figure the 
cost with you and demon- 
strate to you how it can be 
done at a small expenditure. 

When in doubt buy of 


HOUSE & HERRMANN, 
Cor 7th & Eye (I) Sts. N. W. 
Washington, D. C. 








the 
the 


Texarkana, 


Good Idea for a Phonograph Ad. From 
the Springfield (Mass.) Union, 








Some “Reasons Why,” from the Lynn 
(Mass.) Daily Evening Item. , 





 Reesh Halibut - 
2 Ibs. 25c. 

An ideal warm weather 
food. Freely digested—rests 
your stomach. Contains lots 
of phosphorus—gives energy 
to the brain and vitality to 
the body. Quickly cooked 
--easily served. Our large 
outlet, with extra buying 
facilities, gives us superior 
selling advantages. 

Will you try some to-day? 


WILLIAMS BROTHERS, 
213-215-217. Union St., 


es 





Lynn, Mass. 


4 Convincing Oculist’s Talk, from 


Albany (N. Y.) Times-Union. 





Your Eyes. 


Delay is terribly danger- 
ous when the eyes need at- 
tention. ‘Every day that 
eyes which need glasses are 
forced to work without them 
is making them just so much 
worse. 

If headaches or anything 
else lead you to-think that 
you may need glasses, we 
earnestly urge you not to 
wait any longer, but to come 
to our office at once and 
find out. 

A registered 
whose license to practice 
medicine from the State 
Board bears the honor mark, 
the purple seal, and who 
took his post-graduate course 
at the famous Manhattan 
Eye and Ear Hospital, will 
examine your eyes here. 

Only when you get a dis- 
interested, professional ex- 
amination such as this cas 
you besure that you will not 
get glasses unless you need 
them, and that if glasses are 
prescribed they will be ex- 
actly right. 

If you have considerable 
headache it is probable that 
you need glasses. An ex- 
amination by the registered 
physician in charge of our 
office will cost you nothing, 
and glasses wll be prescrib- 
ed only if you need them. 
Our policy is to do a great 
deal of business at a reason- 
able profit, and thus you are 
able to get glasses here at 
exceptionally low cost, often 
as little as $1, 

J. A. CAOUETTE & CO., 
Eyesight Specialists, 
Twenty-eight North 

Albany, N. Y 


physician 
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